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@ Will not carry fire 

@ Preserves rubber 

@ Never soft - gummy - sticky 
@ Saves labor-fishes easier 
@ Strips freely - Clean copper 
® Fast colors -may be washed 
@ Will not absorb moisture 

® Braids will not strip back 


6 Costs no more 
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National Electric Products Corporation 
Pittsburah.Pa 
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Jefferson Type 727 
with electrode 
housings in hang- 
ing position. Ex- 
tra brackets for 
floor mounting are 
supplied. Type 726 
same except has 
high tension ca- 
bles and hanging 
brackets only. 


N2 470354! 

















Indoor Type 


Transformers - - for Your Protection 


You get the protection of 
Underwriters’ Laboratories In- 
spection service when you 
select any Jefferson “‘Series 
727° Indoor Model Trans- 
former. Look for the label on 
the case. It means guaranteed 
protection on indoor installa- 
tions, freedom from question- 
ing by inspection authorities. 

All No. 727 types have built- 
in electrode housings — pull 
chain switch, attachment cord 
with provision for grounding— 
in fact every convenience for 
speedy installation. And the 
rich brown, art-lacquer finish 


gives a Jefferson the necessary 
beauty for attractive, sales- 
building displays. ~ 


For indoor installations 
where high-tension cable con- 
nections are desirable, Jefferson 
“Series 726°’ transformers fill 
every need. Except for con- 
nections they are identical with 
“Series 727,’ and are listed as 
standard by the Underwriters’ 
Laboratories. 


Write for Catalog Sheet No. 
35LT covering models for 
every installation condition— 
outdoors or indoors. 


JEFFERSON ELECTRIC COMPANY 


BELLWOOD (Suburb of Chicago) ILLINOIS 











Thin Modele~for Close Quarters 


Model No. 725-221 (shown above) extremely 
narrow—only 2% inches. It is typical of all 
Jefferson thin models. They offer installation 
conveniences deserving your preference. And, 
of course, they are typically Jefferson in quality, 


dependability, and long life. 
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WE BELIEVE 
THAT— 


Electrical Wholesalers 
should 


1. Economize 


By maintaining strict credit 
policies, adopting budgetary 
control and eliminating from 
their operations all wasteful 
practices. 


2. Localize 


By confining efforts within 
that territory which can be 
served at a profit and by co- 
operating in the solution of 
local problems through local 
wholesaler associations. 


3. Specialize 


By concentrating sales efforts 
on selected markets, com- 
modities and accounts. 


4. Advertise 


Their services and their com- 
modities consistently to their 
trade. 


5. As an Industry 


Adopt uniform accounting 
methods and uniform cash 
discounts, undertake distribu- 
tion cost studies and promote 
a better appreciation of the 
services rendered by whole- 
salers. 
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330 W. 42d St., New York 
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It Will Take 
Fight to Win 
a Victory in ’33 


There is business to be had in ’33— 
but it will take FIGHT to get it. Not 
blind fight. Not threshing about wild- 
ly and getting nowhere. Not even bull 
dog “stick to it” tactics—sound as they 
are—can turn the trick entirely. 

It takes shrewd fighting, PLANNED 
fighting to match 1933 on anything like 
even terms. You have to know where 
you are going, how to get there and 
why this year. 

A sound plan, carefully laid and faith- 
fully followed, will get results. They 
haven’t changed the rules; the fighter is 
still pretty sure to be the winner—even 
in 7°33. 


January Prize Winners 


Benjamin extra cash prize awards for 
the January contest of the “Victory in 
33” sales drive have been made to the 
following wholesaler salesmen: 

T. B. Paige, Graybar Electric, 
Houston, Tex. 

Ross Fife, D. L. Fife Co., Detroit, 
Mich. 

E. J. Kuhn, Graybar Electric, St. 
Louis, Mo. 

R. C. Welch, Graybar Electric, 
Boston, Mass. 


Win These Extra 


Benjamin Cash Prizes 


In addition to the $10.00 Cash Prize 
awarded by ELECTRICAL WHOLE- 
SALING magazine to the wholesaler’s 
salesman reporting the largest sale of 
Benjamin products during the month, 
the Benjamin Electric Mfg. Company 
will give four additional cash prizes, 
each month, to the four next highest 
men. The awards will be as follows: 


2nd Prize $7.50 

3rd Prize $5.00 

4th Prize $5.00 

5th Prize $5.00 
Awards will be made under the rules 


governing the “Victory in ’33” contest 
of this publication. 
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Now is the Season 
to Sell “Play-Area” 


Floodlights 





Cat. No. 
5752 


Now with the spring season but a 
few short months away it is time to 
start talking to your prospects about 
floodlighting outdoor recreation areas. 
Get in touch with park boards, play- 
ground officials, fair committees, school 
boards, etc., in your territory and rec- 
ommend the Benjamin “Play-Area” 
Floodlight for lighting playgrounds, 
swimming pools, tennis courts, indoor 
baseball diamonds and the like. Catalog 
No. 5752 “Play-Area” Floodlight is 
designed especially for these installa- 
tions and is now available at a new 
low price. . 





Fixtures for Special 
Lighting Problems 


In every plant there are certain oper- 
ations where lighting is just as much a 
necessary tool for doing the job as any 
other equipment used. For example, the 
new Benjamin Inspection-Lite solves the 
problem of lighting many inspection 
operations for faster production and 
better quality. The Benjamin /ntensifier 
makes possible closer work in_ tool 
rooms, die-sinking departments, etc., by 
providing high intensity light on the 
work. The special beam of the Benja- 
min Projectolite gives uniform light on 
rounded surfaces where the light must 
come at a grazing angle. 


’ 





suggest.... 


Sell Them the “Unit 
Package” Reflectors 





Cat. No. 1941 


Benjamin “Unit Package” reflectors 
are the answer to the need for a low- 
priced, weather-proof fixture to light 
doorways, back yards, area ways and 
garages. Residences, business estab- 
lishments, farms, etc., are prospects. 
Urge your contractor customers to 
stock and display these popular fixtures. 
They are complete in one carton—re- 
flector, socket, hood, pipe and flange— 
ready to wire and install. Cartons 
are attractively labelled for shelf and 
counter display in the contractor’s store. 








BEN/AM! 


Here is the New 
“Attach-o-Lite” 






Cat. No. 1949 





It’s out. The new Benjamin “Attach- 
o-Lite” is ready for you. This new 
idea in lighting fixtures makes it pos- 
sible now for anyone to add a porce- 
lain enameled steel reflector to any 
light socket in the home, basement, 
garage, attic or stairway —and do it 
quickly, easily and at low cost. Just 
screw the three-way plug that holds 
the reflector into the light socket. The 
plug has two side outlets for attaching 
drop cords. Made for 60 and 100 watt 
lamps. Bring these fixtures to the at- 
tention of your contractors and dealers. 





Benjamin Electric Manufacturing Company 


New York 


Des Plaines, (Chicago Suburb) Ill. 


San Francisco 
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“VICTORY in '33”— 
A Real Sales Building Activity 


salesmen for the first rhonth of ELEcTRI- 

CAL WHOLESALING’s nation-wide sales 
drive—“Victory in °33’—indicate that this 
series of monthly sales contests has already 
developed into a sales building activity of 
substantial proportions. 

The number of entries received in the 
January contest far exceeded expectations. 
They came from coast to coast, from gulf to 
border, from national houses and indepen- 
dent houses, from large cities and small 
cities. Truly “Victory in ’33” is a national 
sales event. 

Also the volume of sales reported was con- 
siderably larger than anticipated. Several 
prizes were awarded for total sales for the 
month on a single line of over $2,000. On 
the other hand, in the case of a few lines 
which consist of small items which do not 
run into large volume, relatively few entries 
were received. This was undoubtedly be- 
cause many of the participants hesitated to 
report sales on a line unless their total ran 
to at least three figures. As a result on a 
few lines the prizes went to contestants re- 
porting sales of less than $25, thus bearing 
out the prediction that small totals would 
win some of the prizes each month. 

It is for this reason that every contestant 
should report his total sales each month on 
every line for which his house is an author- 
ized distributor. 

The letters from January prize winners on 
pages 18 and 19 indicate the enthusiasm 
which has been aroused among wholesalers’ 
salesmen by “Victory in ’33”. Inspired by 
this contest, these salesmen are selling hard- 
er. They have become embued with a pio- 
neering spirit, with the will to go out and 


f fee reports received from wholesalers’ 


create sales among old and new customers. 

These same letters clearly indicate another 
accomplishment of “Victory in ’33”—the 
building of closer relations, greater harmony 
and better team work between the partici- 
pating manufacturers and the wholesaler 
contestants. 

“Victory in °33” is gaining momentum. 
Each month finds more manufacturers tak- 
ing part. Several of them are offering addi- 
tional prizes to their distributors’ salesmen 
as announced in their advertisements in this 
issue. At least four manufacturers are 
awarding prizes to their own salesmen, based 
on the extent to which their distributors’ 
salesmen participate in the “Victory” con- 
tests. 

With the steadily increasing support of 
the manufacturers and with the rapidly 
mounting enthusiasm among wholesalers 
and their salesmen, each succeeding month 
should witness more participants, larger 
sales and more prizes. 


HE rules of the contest are simple. There 

is a separate contest each month. Con- 
testants keep a record of their sales (at 
wholesalers’ billing prices) on any or all 
products of each participating manufacturer 
for whom their house is a distributor. Using 
either the entry blank appearing in ELEc- 
TRICAL WHOLESALING or their company’s 
own letterhead, they report only their total 
sales on each line. They may report on as 
many or as few lines as they wish. 

No advance registration is necessary. 
Every wholesaler’s salesman is eligible. 
Those who did not compete in January 
should send in their reports for February. 
These will be received until March 15. 




















Los Angeles Utility Promotes 
Range Sales Through Distributors 





David C. Pence, 
Division Sales Manager, 
Westinghouse Electric Supply 
Co., Chairman, Los Angeles 
Electric Range Distribu- 
tors Assn. 


HAT has been described as 
one of the most forward 
movements which the elec- 


tric range industry has yet witnessed 
is now under way in Los Angeles. 
It is the cooperative merchandising 
and advertising electric range cam- 
paign of the Bureau of Power and 
Light of the City of Los Angeles. 

In planning this activity the Bureau 
decided to work primarily through 
established electric range distributors 
since these distributors, through their 
dealer organizations, carried consid- 
erable influence within the Los An- 
geles territory. Therefore the Bureau 
approached its problem by first sell- 
ing the plan to local range distribu- 
tors and obtaining their promise of 
support when the campaign was 
launched. 

It was instrumental in the organ- 
ization, in advance of the campaign, 
of the Los Angeles Electric Range 
Distributors Association composed of 
the local distributors.of leading makes 
of ranges. David C. Pence, sales 
manager of the Westinghouse Elec- 
tric Supply Co., was elected chair- 
man of this group which has met 
every week to discuss competitive 
problems within the range industry 
as well as to organize merchandising 
support for the Bureau’s campaign. 

The Bureau of Power and Light is 
giving free wiring installations to 
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By BURDETT MOODY 


Business Agent, Los Angeles Bureau of Power & Light 


and 


The Dan B. Miner Agency 


Los Angeles 


range buyers located on its lines. 
However, this fact is not mentioned 
in any of the campaign publicity, as 
will be noted from the sample adver- 
tisement. It is used as an added 
inducement by the dealer in clinching 
the sale. In other words, free wiring 
is being used as a merchandising 
weapon instead of an advertising 
feature. 

In order to further stimulate sales 
for both distributors and retailers, 
free wiring is limited to 500 range 
installations. If it is found that free 
wiring stimulates the sale of ranges 
sufficiently or, in other words, if dis- 
tributors and dealers complete their 
quota of 500 range sales in a reason- 
ably short time, there is every indi- 
cation that another block of free in- 
stallations will be offered by the 
Bureau. 


HE range wiring is being done by 

a local contractor. A price was es- 
tablished through competitive bidding 
at $24.40 for the minimum require- 
ments ; a 60 ampere switch, one inch 
conduit and three number six wires 
run direct to the range. The 100 
ampere installations are being done 
for $37.50. The Bureau expects to 
work out a method whereby the con- 
tractor-dealer who sells an electric 
range will be allowed to do the wir- 
ing himself if he wishes to take it at 


The utility in Los Angeles is owned by the city. It does not engage in 
active merchandising, but aggressively promotes the use of electricity 
and cooperates in every possible way with distributors and dealers 





Burdett Moody 


the quoted price. Otherwise the 
Bureau will turn it over to the con- 
tractor who has the contract for the 
work. 

The campaign began on November 
16 in the Los Angeles metropolitan 
papers, together with some 60 Los 
Angeles community newspapers. The 
metropolitan papers carry a schedule 
consisting of approximately 14,000 
lines each, ending on June 30, which 
gives the campaign consistent con- 
tinuity over a period of eight months. 
Space in the community newspapers 
is considerably smaller than space in 
the metropolitan papers. 

Two themes are featured in the 
advertising. The first urges the house- 
wife to make a “change for the bet- 
ter” by installing an electric range. 
The copy suggests that the electrical 
method is superior to any other cook- 
ing method and that for the same 
reason that she has changed from 
hand labor to modern electrical appli- 
ances, such as the vacuum cleaner, 
electric washing machine, etc., she 
should change to a modern electric 
range. 

The second theme consists of the 
constant repetition of the fact that 
extra hours of leisure come to the 
woman who cooks electrically. In 
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this age of many diversions and lim- 
ited time, anything which provides 
extra leisure hours to the housewife 
is an asset in home management. 

Also each advertisement features 
the appliance display room of the 
Bureau of Power and Light, where 
ranges are shown for convenient 
comparison. At this display room 
nothing is for sale. Consequently the 
prospective range buyer may come in 
and receive authoritative information 
on electric cookery, without fear of 
being high-pressured. 

In addition to the advertising sup- 
port, the Bureau of Power and Light 
has organized an efficient sales de- 
partment, which is giving real cooper- 
ation to both range distributors and 
dealers. This group of men, under 
the direction of Chester Dye, will 
have the responsibility of educating 
new range dealers, as well as assist- 
ing existing range dealers in the de- 
velopment of their prospects. 

The primary purpose of this range 
campaign is to extend range distribu- 





You'd never go back to oil lamps 
after using ELECTRICITY! 


we 
CY oun never go back to the 


old way of cooking once you 
enjoy the leisure brought by an 


ELECTRIC 
fie RANGE 
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MODERN, FAST-COOKING, automatic 

Electric Range in your kitchen means 
precious, extra hours of leisure... new free- 
dom from kitchen weariness, from sooty pots 
and blackened pans, from cooking failures! 
Your City-owned Bureau of Power and Light 
sincerely Believes that once you know the con- 
venience 


1933 Electric Ranges will amaze you with 
their new beauty of design, greater speed 
of operation, new economy features, NEW 
LOWER prices INSTALLED! Now is your 
opportunity to become the fortunate owner of 
a@ modern -cooking Electric Range. Take 
advantage of the rates for electric current 
established by your City-owned Bureau 
Power and Light . take advantage of the new 
INSTALLED prices _ the low terms. 


See your dealer at once for particulars or call 


played and demonstrated impartially for con- 


YOUR CITY-OWNED 
BUREAU of POWER and LIGHT 
City of Los Angeles 














A typical campaign advertisement 
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How Sales Efforts Are Coordinated 


The DISTRIBUTOR Agrees to... 


Consign sufficient electric ranges to the Bureau of Power and Light to 
make an attractive display in its main appliance room and branch offices. 
Consign a minimum of two ranges to be used for demonstration purposes. 


y 

3. Supply window trim and sufficient display material to be used in connec- 
tion with displaying his particular range. 

4. Cooperate with the Bureau of Power and Light in special sales campaigns 
that might be conducted in various organizations. 

5. Furnish the Bureau of Power and Light with an accurate list of all dealers 
in the city. 

6. Hold sales meetings to instruct dealers and dealer salesmen in the best 
methods of selling electric ranges. 

7. Have thorough understanding with dealer that "free wiring” is not to be 
included in advertising copy. 

8. Have an agreement whereby dealer will display electric ranges in window 


a minimum of one week each month. 


The DEALER Agrees to... 


Stock and display electric ranges on floor commensurate with volume of 
business. 
Report to the Bureau of Power and Light each range sale to be con- 


a 

nected to the Bureau's lines. 
3. Not advertise "Free Range Wiring.” 
4. 


Secure permission from owner to wire home where range is sold to renter. 


The UTILITY Agrees to... 


Continue its merchandising policy of selling to the general public only 
through dealers. 


2. Carry on a constructive advertising campaign in such a manner as to 
give assistance to cooperating dealers. 

3. Whenever possible, release schedules of publicity in advance, thus giv- 
ing the dealers an opportunity to tie in and capitalize on general 
publicity. 

4. Maintain in its Appliance Room and all branch offices, displays com- 
mensurate with the sales activity being conducted in the district. 

5. When required, deliver, install and test all electric ranges from the deal- 
er's floor or wholesale house for the sum of $5.00 when range is installed 
on the Bureau's lines. 

6. Make home demonstrations on all ranges installed on the Bureau's lines. 

7. Continue to conduct regular cooking classes featuring electric ranges. 

8. Assist in conducting educational programs for instruction of dealers and 
dealer salesmen. 

9. Hold other educational: demonstrations when merited. 

10. Continue its cooperation with Home Service Bureau in training servants 
in the use of the electric range in the home. 

11. Maintain a group of salesmen to assist in the general training of dealer 
salesmen when requested. 

12 


. Without cost to dealer, install wiring for first 500 eiectric ranges on the 


Power Bureau lines if installed before July 1, 1933, under conditions set 
out in this plan. 











tion in the city of Los Angeles and 
to prove to range retailers that the 
electric range business can be made 
profitable if they apply themselves to 
the job of finding and developing 
prospects. The large key dealers in 
the city (department stores and fur- 
niture stores’) will each have a Bu- 
reau salesman working in their range 
departments and the department man- 
agers have agreed that every range 
prospect (including gas) be turned 
over to the Bureau’s salesman, who 


will be given the opportunity of ex- 
plaining the advantages of the elec- 
tric range. Other Power Bureau 
representatives will work out of the 
distributors’ offices, helping to open 
new dealers and assisting existing 
range dealers of the smaller type to 
develop and close prospects. A sys- 
tem of establishing prospect files is 
being installed among all dealers 
under the direction of a Power 
Bureaw representative. Furthermore, 


(Turn to page 46) 
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A Buyer Asks 


About TAPE 


And the wholesaler's salesman replies with some interest- 


ing facts concerning friction tape and splicing compounds 


The Buyer: I’ve had trouble with the tape I’ve 
been using and am looking for a product that won’t 
dry out. Tell me why you feel that yours is so good? 

Wholesaler’s Salesman: Until within the past few 
years your complaint was a very common one; how- 
ever, modern science, through extended research, 
has made it possible to produce impregnating mate- 
rials which process uniformly and are unaffected by 
changing conditions of temperature and climate. 

Buyer: Some tapes break too easily. How about 
yours? 

Salesman: Both the specifications of the Govern- 
ment and those of the American Society for Testing 
Materials state that the tensile strength of tape shall 
be 40 Ibs. per inch of width. Good tapes never have 
a tensile strength of less than 45 lbs. They are made 
on the highest quality fabrics, having as many as 
60 threads to the inch. 

Buyer: How can I test tape for adhesion? 

Salesman: Without laboratory apparatus an abso- 
lutely correct test can hardly be made. That is why 
it pays to buy only a standard make of tape. The 
average buyer takes a roll of tape and presses one 
layer on top of another to see how sticky it might 


be. Such tests mean little because real adhesion and. 


stickiness are two different animals. A tape can be 
sticky or gooey and have no friction strength. A 
poor tape is often too sticky 
and will not adhere properly. 


it was subjected to the drying effect of the oven. 

Buyer: How does your tape meet this test? 

Salesman: It exceeds the most rigid specifications. 
The best tapes unwind at a rate of only seven to 
nine inches whereas 15 is permissible. Every batch 
of tape made by the better manufacturers is tested 
in this way and must exceed these requirements be- 
fore a shipment is permitted. 

Buyer: What does this unwinding test indicate? 

Salesman: This after-heat adhesion test, as it is 
called, indicates the shelf life or aging qualities of 
the tape. High grade tapes are as good at the end 
of one year as on the day they are made. 

Buyer: Does this adhesion test prove that the in- 
sulating quality of the tape is good? 

Salesman: No. It indicates only the plasticity and 
adhesion qualities of the tape. Insulating qualities 
are shown by the dielectric test. One thickness of 
tape is placed between two electrodes and the num- 
ber of volts of current necessary to puncture the 
tape is measured. The ordinary operating maximum 
is 550 volts and on this test good tapes always are 
considerably in excess of the 1000 volts required in 
Government and A.S.T.M. specifications. That’s be- 
cause high grade compound is scientifically applied 
to the cloth by both calendar pressure and spread 
protection. There are no pin holes in the best tapes 
even though the Government 
specifications allow three pin 











Buyer: I’d be interested in 
hearing how a laboratory tests 
for adhesion. 

Salesman: A sample 23 inches 
long is removed from the roll. 
Two inches of the sample are 
wound on a mandrel and a 
weight of 10 lbs. per inch of 
width of the tape is attached to 
the end of the sample. Then 
19 inches of the sample are 
wound onto the mandrel at a 
uniform rate of 12 inches per 


ber Co. 


Cleef Bros. 


This article on tape was suggested by 
a recent bulletin of the Plymouth Rub- 
It has been compiled from 
information furnished by the following 
manufacturers: Appleton Rubber Co.; 
Clifton Mfg. Co.; Firestone Tire & Rub- 
ber Co.; General Electric Co.; Plymouth 
Rubber Co.; Ruberoid Co. and Van 


holes per yard of three-quarter 
inch tape. A tape with too 
many pin holes, of course, will 
fall down on this important 
dielectric test. 


Buyer: What you say sounds 
excellent but if your tape rav- 
els at the edges I couldn’t 
use it. 


Salesman: The better tapes 
will not ravel at the edges. 
Some manufacturers use mod- 


THE EDITOR. 











minute. The tape is allowed 
to stand for three minutes with 
the weight attached after which a weight of four lbs. 
is substituted for the 10-lb. weight and the tape 
allowed to unwind. The Government and A.S.T.M. 
specifications then say: “after two inches have been 
unwound, the rate of unwinding shall not be greater 
than 15 inches in one minute.” This test is repeated 
after the tape has been placed in an oven over night. 
The tape is then tested for unwinding once more 
and must pass just as good a test as it did before 


6 





ern Cameron cutting machines 
with circular knives which wind 
and cut the tape at the same time. By this method 
the tape is cut accurately and there is no strain on 
the sheeting to cause the threads to get out of align- 
ment. With other makes the tape is ripped along 
the weave so that each edge of the tape is one solid 
strip of thread. It is impossible for any loose ends 
to exist when this method is used. You are right 
in not wanting a tape that ravels, it causes waste 
and also slows up the wireman. (Turn to page 48) 
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The Wholesaler’s Problem 


is 90% Retailing 


By R. |. PETRIE 


Sales Manager, Leonard Refrigerator Co. 
Detroit, Mich. 


Helping the dealer to sell so that he will be 
able to buy is major theme of Leonard's train- 
ing schools for distributors and their salesmen 


come to realize that his dealers must sell merchan- 

dise before repeat orders can be forthcoming. 
There can be no turnover of distributor inventory 
unless the merchandise moves freely from 
the dealers’ shelves to the consumer. 
Dealer sales must be stimulated. Dealers 
must be trained to create the demand as 
well as to supply the demand. 

As a manufacturer, we fully realize the 
necessity of having high-grade distributors 
in all of the recognized marketing areas. 
The men who work as sales representa- 
tives for our wholesalers are a vital factor 
in the success of selling our program. We 
believe that these men as a group have 
more to do with the amount of dealer 
activity that is secured than any other 
factor in the whole plan of distribution. 
They are ambassadors of “Good Merchan- 
dising” and in their dealer contact work 
should be continually spreading this gospel. 
The type of dealers secured and the amount of dealer 
activity developed is an exact measure of the ability 
of the wholesale representative who is covering the 
territory. 

Because we realize the importance of these men, we 
set our plans 90 days ago to cover the situation 
nationally with a series of factory training schools for 
our distributors and their dealer contact men. 

The schools each lasted two days. They were held in 
Detroit, New York, Boston, Philadelphia, Pittsburgh, 
Cincinnati, Atlanta, Kansas City, Chicago, Denver, El 
Paso, Phoenix, Los Angeles, San Francisco and Port- 
land. 

Distributors from surrounding territories attended 
the sessions personally along with their men. A standard 
curriculum had been arranged in advance, covering every 
conceivable subject on our own sales program as well 
as in the electric refrigeration business generally. 

The first day was devoted to appointing the dealer 
and the entire second day was devoted to the job of 
training the dealer and his organization to sell Leonard 
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T HE live, up-to-date wholesaler has undoubtedly 





R. |. Petrie 


refrigerators. We first took up the 
problem of going to a new city and 
making a scientific survey of the 
dealer possibilities. Having located 
the best dealer outlets and having 
graded them in their order of desir- 
ability, we proceeded to present to 
one of these dealers the complete 
story of the Leonard dealer fran- 
chise. This gave us an opportunity 
of showing our students the best 
method of presenting the franchise story to a prospec- 
tive dealer. 

In these interviews we actually secured the dealer’s 
signature, obtained his order for sample models and 
covered such subjects as our finance 
plan, service schools and dealer sales 
activities. 

On the second day of our schools, 
we took the place of the distributors’ 
field men and contacted the dealer 
two weeks after his original appoint- 
ment. We staged encounters with 
all kinds of dealers: furniture, hard- 
ware, appliance and department 
stores and lots of others—trying in 
each case to analyze the situation and 
see what could be done about it. 
We included all types of dealers; 
some looking for help and sugges- 
tions ; some too busy to give us much 
time and some who were so fully con- 
vinced that the depression really 
existed that we spent little time with them, fearing to 
catch the same disease. We picked up ideas from some 
of these interviews which we were able to pass on to 
other dealers. 





T the conclusion of this two-day program our stu- 

dents were convinced that, to be successful, they 

had to be sales managers and not only salesmen; that 

90 per cent of their problem was retailing and only 10 
per cent wholesaling. 

We (our distributors and ourselves) became pretty 
serious about this whole problem when we began to 
realize how little of a constructive nature we had been 
bringing to our dealers in the way of merchandising 
ideas, and how little actual help we had given the 
dealers that we were calling on. 

We decided that we would not spend our time criti- 
cizing the dealers as we had probably been doing in the 
past, but would devote all of our time to dealer develop- 
ment, and in helping the dealer sell so that he would 
be able to buy. 
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Get Your Modernistic Customers 
Away from the Tinsmiths 


Commodore Wakefield, dean of the lighting fixture industry, 


has demonstrated how wholesalers and dealers can snatch 
back a lot of business that has been going to tinsmiths 


By FRANK B. RAE, Jr. 


and other fabricators of built-in and built-on lighting effects 


AA ER out!” snapped the buying 
Y authority, and the wholesaler’s 
lighting specialist knew it was 

true. 

The customer had gone modernistic. 
He wanted jigsaw designs in light on his 
ceiling, a lot of monel metal, and some 
platinum blond cove lighting. There’s no 
holding those boys when they go modern. 

The wholesaler’s lighting specialist did 
his best. He had jigsaw designs applied 
to his lamp-in-a-bottle fixtures: he had 
monel metal bands around the bottles: he 
was willing to bet what was left of his 
shirt that he could dig up or fabricate 
something that would approximate plati- 
num blond cove illumination. But he 
hadn’t a chance. “Yer out!” snapped the 
buying authority. And that was that. 

What to do? 

The wholesale trade thinks it has a 
monopoly on problems of this sort. In 
this, the wholesale trade is wrong. The 
manufacturer of lamp-in-bottle fixtures 
today gets six kicks in the pants for every 
one that his distributor garners. He loses 





Commodore F. W. Wakefield 
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Units may be combined in a variety of patterns 


job after job to fabricators of 
built-in and built-on lighting ef- 
fects—to carpenters and tin- 
smiths and plasterers who make 
this new fashioned lighting 
equipment with a mitre-box, a 
tinshear and a trowel. It’s all 
very discouraging. 

But one fixture manufactur- 
er, at least, refused to be licked 
by any tinsmith. Commodore 
F. W. Wakefield, who rates 
dean of the industry, looked the 
problem coldly in the eye. No 
use in getting high blood pres- 
sure, he decided. The thing for 
the manufacturer to do is to sell 
what the customer wants to 
buy, instead of trying to make 
the customer buy what the man- 
ufacturer wants to sell. Also, 
there is no nutriment in buck- 
ing a style trend. If the trend 
is toward built-in and built-on 
effects, why, sezze, give ’em 
built-in and built-on effects, 
only do it with fixtures made in a factory on a produc- 
tion basis—fixtures that the distributor can stock like 
any other packaged merchandise—fixtures that the fix- 
ture dealer can display and sell as he has always pre- 
viously displayed and sold his wares. 

The outcome of this line of reasoning is a lighting 
unit which is like nothing ever seen before. It is a 
simple box-like affair pointed at the ends, 30 inches 
long, 11 wide and 6 deep, constructed of nine pieces of 
flashed opal glass set in a frame of satin chromium which 
fits tight against the ceiling. Inside are two special twin 
sockets so positioned that they accommodate lamps of 
from 25 to 100 watts per outlet. A white porcelain 
enamel baffle plate serves as a reflector to direct the 
light down and sideways. Alone, all by itself, the unit 
is nothing to get ecstatic about, but— 

The big idea is that these unimpressive boxes of glow- 
ing light are interconnectible at ends, corners and sides, 
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so that one can ar- 
range them in all 
sorts of designs 
and patterns — 
stars,crosses, 
squares, triangles, 
ells or what-have- 
you. The result is 
that with these fac- 
tory-made units, 
the popular yen for 
built-in and built- 
on lighting can be 
satisfied fully and 
economically. And 
of course the busi- 
ness then passes— 
as it should— 
through the estab- 
lished channels of 
fixture distribution. 

The trial installa- 
tions of this equip- 
ment were made in 
the model store of the Lighting Institute at 
Nela Park in Cleveland. Here a half-dozen 
patterns were arranged, one after another, 
on the ceiling. They were inspected and criti- 
cised by the Nela Park engineers and sales 
authorities. The result was that the unit was 


adopted as permanent equipment for this model store— 
at least, it’s permanent until something more modern 


comes along. 


These Nela engineers thought so well of it, 


that they also selected the unit as moderniza- 
tion equipment for the corridors of the Nela 
Park Engineering Department Building, with 
rather astonishing results, as the “before and 
after” pictures indicate. Almost at the same 
time, the Delaware Light & Power Co. se- 
lected the unit for the demonstration room in 
their new building 
in Wilmington; 
Brooklyn Edison 
Co. sold it to the 
enterprising firm of 
Faweette & Faw- 
cette, and North 
German Lloyd in- 
stalled it in their 
very modernistic 
ticket office in Phil- 
adelphia. These are 
pioneer jobs, but 
they are all success- 
ful, all satisfactory 
plus. 

The purpose of 
this recital is not 
to boost Wakefield 
as a manufacturer, 
but to apprise the 
wholesale trade 
that modernistic 
built-in and_built- 
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Before and after in a 
corridor at Nela Park, 
which appears shorter 
and wider with modern 
lighting 


indeed, 


Built-in lighting effects 
in Philadelphia office of 
North German Lloyd 


v 


A combination of units 
in model store at Nela 
Park's Lighting Institute 


on lighting effects can be approximated with 
standard stock units. Other manufacturers, 
of course, will soon be along with some- 
thing similar. What Wakefield has done is 
to snatch back, for the old fixture trade— 





for the wholesalers and retailers of fixtures—a lot of 
business that was being taken away from them by car- 
penters and tinsmiths. 
another “lighting tool”. 


He has given the industry 





What will the industry do with the idea? 
It’s-hard to say. Unless they do something 
this writer expects to see a gradual in- 
crease in custom-built lighting installations 
in which fixture men have no part, for the 
trend toward this style is unmistakable. 
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The Jas. Remick Co. of 
Sacramento, Calif., handles 
radio exclusively. In order to 
localize the impetus created 
by the manufacturer's national 
advertising a complete advertis- 
ing department is maintained, 
including a printing plant 


A corner of the Remick company's small but complete printing plant 


A Radio Wholesaler’s Program 
of Planned Advertising 


Wissemann, the Jas. Remick Co. of Sacramento, 
Calif., Philco distributor for northern and cen- 
tral California and western Nevada, believes that the 
radio field merits its undivided attention. And because 


p\ CCORDING to its general manager, W. J. 


it is exclusively radio, this firm has set out to inten- . 


sively develop its territory through a carefully planned 
program of advertising. This program is unusually 
complete, especially in view of the territory served 
which is not thickly populated and includes no large 
cities. The dealer organization numbers 129 and is 
made up principally of straight radio dealers and de- 
partment stores with radio departments. 

In 1931 the Remick company spent $42,000 for adver- 
tising, including the expenses of its advertising depart- 
ment. In 1932 it spent $30,000. And this was all the 
firm’s own money, too. It represented six per cent of 
gross sales in 1931 and seven and a half per cent in 
1932. About 60 per cent of this was spent for news- 
paper publicity and the balance was almost equally 
divided between billboards, direct mail and window 
display materials. 

From the production standpoint the company has 
found it more economical to maintain its own advertis- 
ing department and its own printing plant. This part 
of the organization consists of one copy writer, one 
artist on retainer and two printers who do the type 
setting and printing in a small but fully equipped plant. 

This advertising department ;— 

1. Creates, prepares and sets the company’s own ad- 
vertisements. 

2. Prints a complete service, in mat form, for all 
daily newspapers which consists of illustrated “readers” 
and items of radio news. 
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3. Prints separate service bulletins on each model of 
set, for its dealers’ service men. 

4. Prints a complete dealers’ service bulletin. 

5. Creates and prints all small direct mail literature. 

6. Prints a complete advertising service for the news- 
papers which includes advertising schedules, local 
dealer schedules, bulletins, etc. 

The sixth activity is especially important. Dealers’ 
names appear in all the company’s local advertising 
and the newspapers must be kept informed as to changes 
in this list. Also, there are ways in which the news- 
papers can get further advertising from these same 
dealers if they are fully informed in advance of all 
the steps in the distributor’s program. 

When a Remick salesman reaches a town his first 
call is usually on the newspaper. If he can get the 
editor to run‘a picture of the store of one of his 
dealers, or a short sketch of his career, or see to it that 
one of the current illustrated stories prepared by his 
own advertising department is run in the local paper, 
it means a great deal from the publicity standpoint. 

All of the advertising material developed by Remick 
is not just “placed”. It is merchandised to the dealer 
and, through news stories in the local papers and by 
direct mail, it is further merchandised to the consumers 
themselves. Newspaper advertisements are all set and 
copies sent to each dealer five days in advance. The 
salesmen also carry advance sheets and are required to 
bring them personally to the dealers’ attention so as to 
insure the latter’s tying in. Furthermore, under the 
terms of his contract with the Remick company, each 
dealer is required to tie in his window displays with 
the current advertising and he also pledges himself to 
carry a representative stock on his floor. 
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The Cost of Too Many Accounts 


Every new outlet added in a locality means increased competi- 
tion for the dealers already established. As a result the accounts 
receivable of the wholesaler increase both in age and amount 


By BRACE BENNITT 


National Association of Credit Men 


ness for 20 years. Our house has always aimed at 

honest dealings, quality products, good service, and 
standard price to all our customers. Up until the past 
few years we had made a reasonable profit for our 
stockholders. Of late, however, I have been considerably 
worried about the course our business is taking. I have 
been engaged almost continually in analyzing our busi- 
ness, but up to a few days ago no real good had resulted. 

Our bank suggested we analyze our accounts receiv- 
able. The credit manager, the sales manager and I have 
been doing this for the past few weeks. There were 
a lot more customers on our books because a few years 
ago we enlarged our territory and put our line in many 
more stores. However, our profits were fast vanish- 
ing and even our volume was less—in spite of so many 
more accounts. I found many more past due than there 
used to be. It looked like we had more quantity and 
less quality. I kept missing familiar names from the 
ledger sheets—good customers of many years standing. 
The credit Interchange report showed these firms were 
still in business and the sales reports showed calls but 
no recent orders. I wasn’t satisfied. These men were 
still in business so they were now buying somewhere 
else. 

I decided to get the picture first hand. I packed my 
bags—but didn’t need to go beyond the first stop. 

He was a good retail merchant in a comparatively 
small town. Had been in the same business 20 years. 
I had known him when I was traveling on the road. 
I could see that he was not at all satisfied with the present 
condition of his business. When I brought up our loss 
of his good business he frankly laid his cards on the table. 

He related the normal growth of his business and of 
his community. He showed me the results of his busi- 
ness in previous years when his store alone had handled 
our line of goods in his neighborhood—and then in 
recent years when we had been selling four accounts in 
the same locality. He knew that some of his competitors 
were considerably in arrears with my firm while he so 
far managed to pay his bills promptly. He stated that he 
could meet normal competition, but not the competition 
that seemed to be given him by the people from whom 
he bought goods. He further told me that as far as 
possible ‘he was buying his goods from houses which had 
a standard credit policy. 
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| AM a wholesaler. I have been an officer in my busi- 


My talk with this good retailer awakened me to the 
fact that my firm’s responsibility did not stop at quality 
merchandise or good service, but included a square deal 
in finance and credit. We had overlooked the interests 
of our good accounts and had spent our time in obtain- 
ing additional outlets—often outlets of questionable 
value. We had been seeing how many accounts we could 
add—not how much more profitable business we could 
get from the good customers. 

I came to the conclusion that I was going to put my 
house four-square with our good customers, as not 
only the right but the profitable thing to do. 

Back home I got together some of my cronies in the 
wholesale field and also in the manufacturing field, be- 
cause the matter was just as much a problem with the 
manufacturers as with the wholesalers. I told them of 
my experience and found they all had the same problem, 
except a few, who appeared to have a better run of 
business and profits than the rest of us. Practically 
every one of these more successful firms told us of their 
willingness for the other fellow to have the weak account 
—of their spending more time with the good outlets—of 
the resulant decrease in their receivables and the healthier 
condition thereof—of, perhaps, a little less volume but 
more profits—of a rather systematic manner of watching 
the interests of their customers and working with them. 


Y industry has become pretty well organized now. 
I think we are well on the road to more profits for 
ourselves and for our good customers. Our working 
together has also eliminated fear of faulty competition 
and created confidence in each other. I have written all 
our customers, stating that our firm from now on is 
going to maintain uniform credit policies. Many others, 
manufacturers and wholesalers alike, are doing the same. 
We are also having our credit managers meet periodically 
and discuss problems of mutual interest, not only for 
the protection of our accounts receivable, but for col- 
lective deliberation in helping the deserving retailer meet 
his own problems. We presidents sit in occasionally, 
and not only personally profit thereby, but add our influ- 
ence in this constructive work. 

It is a great satisfaction to feel sure that now. what 
we lose to each other is not by competition in credits, 
and that we are insuring the continuance in business of 
our profitable outlets—the good customers. 











You Can Help Your Dealers 
to Keep Solvent 


By DAVID R. OSBORNE 


Sales Training Director, Studebaker Sales Corp. of America 


FEW months ago the writer 
A was talking to an electrical 

wholesaler in a certain large 
city on the Pacific Coast with the 
purpose of getting a cross section of 
his viewpoints on the problems which 
confront his wholesale representa- 
tives in developing their retail out- 
lets. 

“What,” I asked, “are the princi- 
pal difficulties that are being met by 
your salesmen in their relations with 
dealers ?” 

“T would say,” the wholesaler re- 
plied, “that the chief difficulty is in 
the minds of our own salesmen. By 
that I mean that they aren’t merchan- 
dising minded themselves. 

“Of course, we have a few of the 
new type of salesmen—men who sell 
electrical appliances, and get plenty 
of repeat orders, in spite of this 
thoroughly unpleasant thing that we 
call ‘present conditions.’ These are 
the men who deliberately set out to 
be sort of consulting merchandise 
managers for their dealers, and actu- 
ally try to help (not just talk about 
helping) every dealer in their terri- 
tories to do a sound, aggressive busi- 
ness on the lines they buy from us. 

“We are trying to do a real job 
with all of our salesmen. We know 
that the day of the back slapping, 
hail-fellow-well-met type of salesman 
who comes in to take the dealer’s 
orders, ship him his merchandise and 
then promptly forget him, is past. 
We know that the wholesaler’s sales- 
man of today ought to be an all- 
’round business man who can know 
all of his dealer’s problems thor- 
oughly and be able to talk sensibly 
and helpfully on all of them. 

“The average electrical or hard- 
ware dealer who serves as a retail 
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Author of "Self Management in Selling" 


Weak credit conditions among retailers are usually due 
to causes which the wholesaler's salesman can readily 
detect and which he can often help the dealer to correct 


outlet for us (or in any other line. of 
business) is not much of a merchant, 
but is a great ‘store-keeper’. He 
spends his time dusting off the 
stock, interviewing salesmen (ours 
included), keeping his books, talking 
with the insurance agent and the fi- 
nance company representative, argu- 
ing with the fire inspector and 
worrying about ‘business conditions’ 
—and not finding enough time for 
the really important things that have 
the most to do with his getting the 
greatest possible net profit. 

“This may sound like a reflection 
on our dealers, but it isn’t at all. 
Most of them have their hands so 
full that it is humanly impossibie for 
them to be experts on every phase 











The relationship between whole- 
saler and retailer is so close that 
most of their problems are mutual 











of their business. Neither do we 
expect our salesmen to pose as ‘ex- 
perts,’ but with the broader contacts 
they are able to make they certainly 
are in a position to act as clearing 
houses for ideas and methods which 
‘work’ satisfactorily. 

“As a matter of fact, our own 
problems and those of our dealers 
are almost identical. The tie-up be- 
tween us is so close that most of our 
problems can be treated as mutual. 


“Just one example is the familiar 
fact that so many of the items, such 
as conduit, wire and so forth, which 
are necessarily carried as staples by 
ourselves and our dealers, are like 
sugar in a grocery store and give a 
very small volume of net profit—if 
any. Thus, if we are to make money, 
both the dealers and ourselves must 
build up a good big business on those 
items that permit a larger margin of 
profit. 

“Our field representatives are in a 
position to help their dealers make a 
selection of such items as will show 
a nice profit; and they should—in 
fact, they must—give the merchan- 
dising help that will give a rapid 
turnover on these items. In our 
opinion, either merchandising sense 
of his own or sound merchandising 
help from somebody else is the most 
important capital and credit asset a 
dealer has—not even excepting cash. 

“In recent months we have, of 
course, been up against extremely 
weak credit conditions with many of 
our dealers. Even some dealers of 
real ability have been so inadequately 
financed that we have had to screw 
up our courage to ship them on any 
other than a C.O.D. basis. The 
finance corporations have come to 
the rescue to some extent on the 
larger items; but, inasmuch as we 
still assume a contingent liability, we 
have to watch closely a good many 
dealers who might give us a large 
volume, if we could be sure of the 
ability of our wholesale representa- 
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tives to do the double job of helping 
with merchandising and also helping 
the dealers to keep expenses down 
and make a good showing on the 
profit and loss statement each month. 

“We are willing to go along pretty 
far, even with the dealer who has a 
weak balance sheet, if he is making 
money each month. Incidentally, 
there are a lot of dealers who can’t 
do much in making further reduc- 
tions in their expenses. In such cases 
their only salvation is to make in- 
creases in their sales volume. It is 
for this reason that in considering 
credit we want to know how intelli- 
gently the dealer is using window dis- 
plays, advertising and sales aggres- 
siveness. Our field men must not 
only know what conditions are when 
they see them, but must be able to 
suggest specific remedies, if or when 
needed. 


“T have been able to point out to 
our salesmen numerous instances 
where one dealer would show a net 
profit of from two to four per cent, 
while other stores in the same town 
— yes, on the same street — were 
showing a net loss of one or two 
per cent. 


“At every meeting I have with our 
salesmen I am, therefore, trying to 
get across to them their vital interest 
in the solvency of their dealers and 
what they, individually, can do to 
promote it. We are also trying to 
show them the necessity for making 
sales and building up dealers’ inven- 
tories on such a basis as to avoid 
future collection troubles. Forestall- 
ing trouble by keeping the stock clean 
and keeping it moving gives us a lot 
more satisfactory business in a year’s 
time than crowding inventories. 

“Among other things we are trying 
to have our field men know at least 
enough about accounting to read a 
simple balance sheet and a profit and 
loss statement, so that they may be 
able to make intelligent suggestions 
on expense control and know when a 
dealer is skating on thin ice. 

“Take selling cost, for example. 
We realize that it isn’t easy to get 
a line en what these costs should be, 
because so many dealers do a great 
deal of selling themselves and their 
books don’t show what parts of their 
salaries are allocated to this item. But 
we do know that sales expense has 
increased, on an average, and some 
dealers’ books show the sales expense 
ratio pretty accurately—and, as you 
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might expect, the dealer who has his 
books in such shape as to be able to 
know the details of his expense is 
pretty apt to be a good merchandiser 
also. 

“One of our best dealers, for ex- 
ample, has his expense percentage 
about five per cent below the average 
(which in our territory is approxi- 
mately 13 percent). Here it is easy 
to see the close tie-up between good 
sales management, sales training and 
store display and the higher-than- 
average net profit. The retail sales- 
men employed in this store—both the 
inside men and the outside specialty 
salesmen—are, in the first place, well 
above the average. They show that 
they have been picked carefully. 











The wholesaler's salesman cannot 
hope to prosper unless he contrib- 
utes something definite to the 
well-being of the retail dealers 
whom he serves 











Then, it is plain that they have been 
carefully and continuously trained. 
The dealer holds regular meetings 
and every man I have talked to knows 
his stuff. 

“Even if the banks clamp down on 
him—as they may some time—that 
dealer’s credit is good with us! His 
merchandising skill and his activity 
along selling lines constitute the 
strongest sort of credit rating. At 
least that’s the way we feel about it. 

“Another thing we want our field 
men to watch is the extent to which 
their dealers are buying merchandise 
that has to be marked down in order 
to move it. With some dealers exces- 
sive markdowns are among the big- 
gest cost items. 

“We have found markdowns as 
high as eight per cent in a few stores; 
but I believe that most dealers show 
less than five per cent. Our men 
should know what causes these and 
should be able to show a dealer how 
to correct them. 

For example, a dealer may be 
carrying too great a stock of the 
higher priced appliances, which move 
slowly. Or he may be carrying too 
large a variety of makes and num- 
bers. I know of one dealer who had 
in stock eight numbers of percolators 
of several different brands. The same 





store had 14 styles of irons and sim- 
ilar duplications in a number of other 
specialties. Of course, he also had a 
large markdown percentage — and 
wondered why. Fortunately we had 
a merchandising-minded salesman in 
that territory who could point out 
the reason and suggest a remedy. I 
don’t have to add that the remedy 
was based on some of the brands 
that we distribute. 

“Incidentally, the reduction in the 
display stock that was a natural re- 
sult of the reduction in useless 
variety left more space for a better 
display of merchandise. This further 
increased turnover and thereby re- 
duced the percentage of markdowns, 
all of which had its effect on the 
dealer’s credit and solvency. 

“Almost invariably we find a direct 
relation between slow payment of 
bills, stocks of obsolete merchandise 
and useless duplication of merchan- 
dise. And, believe me, we have taken 
this lesson to heart in watching our 
own inventories. 

“Still another thing to which we 
are asking our salesmen to give spe- 
cial attention and thought is working 
with dealers to push appliance sales 
during the entire year. There has 
been a natural tendency to think that 
Christmas is the only time to sell 
electrical merchandise of the house- 
hold convenience type. As a matter 
of fact, sales records prove that well 
over half the annual volume is sold 
outside of the conventional holiday 
season. 

“This is where year-’round display, 
advertising and selling comes in— 
and where some of our men are be- 
ginning to make a dent—though I am 
sorry to say not all of them are. If 
dealers are not kept reminded to fea- 
ture electrical merchandise every day, 
the public cannot be blamed for 
thinking of these profitable items as 
luxury merchandise. As a result 
turnover will be slow and mark- 
downs large. 

“You can see, from what I have 
said, the direction in which we, as 
electrical wholesalers, are thinking. 
We know that in the future it will 
be still more true than in the past that 
we can’t grow—in fact we can’t ex- 
pect to stay in business—unless we 
contribute something definite to the 
well-being of the retail dealers whom 
we serve. Naturally we must have 
the sort of field representatives who 
fit into this picture.” 
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WHOLESALING 


Formerly Gre Jobber'’s Salesman 





E. T. ROWLAND, Editor 


A Program for 
“VICTORY in °33” 


The major problem of the entire electrical industry is to 
secure for itself a larger share of the consumer's dollar. 


The electrical wholesaler and his salesmen occupy a key 
position in the industry's attack upon this objective. 


The electrical wholesaler and his salesmen can best assist 
in attaining this objective and thus contribute most to 
business recovery in the electrical field by: 


1. Working for the rehabilitation of electrical wiring 
and equipment in industrial plants, commercial 
buildings and homes, in cooperation with the elec- 
trical contracting branch of the industry. 


2. Acting as merchandising counselors to the retailers 


of electrical goods—recognizing that their own - 


sales are dependent upon the merchandising ability 
of the sales forces of these dealers. 


3. Taking an active part in all local cooperative sales 
and promotional activities. 


The N.E.W.A. 
Lamp Report 


N spite of the close supervision of the manufacturers, 

certain abuses have crept into the distribution of 
Mazda lamps. Also the increasing importance of chain 
stores as retail outlets and the influx of Japanese lamps, 
which has been accentuated by the fall of the yen, 
have made it increasingly difficult for the electrical 
wholesaler to maintain his lamp volume on a profit- 
able basis. 

Incandescent lamps normally comprise from 10 to 
15 per cent of the individual wholesaler’s total sales. 
Therefore, when conditions arise which affect the 
stability of the wholesaler’s lamp business, they de- 


serve the serious consideration of the entire industry. 

The Lamp Committee of the N.E.W.A. is to be 
congratulated on its thorough analysis of conditions 
which are now confronting wholesalers in the distribu- 
tion of Mazda lamps. Their recommendations (page 
28) are obviously the result of long and careful study. 
The lamp manufacturers now have these recommenda- 
tions under consideration. They have promised written 
replies to each suggestion. The replies will be eagerly 
awaited by every Mazda lamp distributor. 

This lamp report is typical of the constructive work 
which the Association, through its committees, is do- 
ing. The Association needs to be more representative 
of the entire electrical wholesaling field. This can only 
come about when more of the independent group give 
it their active support. We hope this study of the 
lamp situation will convince many non-members that 
it is their duty, both to themselves and their industry, 
to get squarely behind the N.E.W.A. 


v 


Gross Margins 
Based on Facts 


[" is unfortunate that every wholesaler in the country 
could not have listened to the address which I. A. 
Bennett delivered at the recent dinner of the Chicago 
Electrical Wholesalers Association. He frankly told 
the wholesalers present that they could not look for- 
ward to any sizeable increase in sales of electrical con- 
struction materials for some time to come. Conse- 
quently they must gear their operations to meet exist- 
ing conditions. 'To do this they must stop selling below 
cost, and by “cost” he meant the’ purchase price of 
the merchandise sold plus wholesaler’s operating cost. 
Statistics show an average operating expense, in- 
cluding capital charges, for wholesalers in both the 
electrical and hardware fields of close to 21 per cent. 
Few of the so-called supply lines provide the whole- 
saler with a gross margin of anything like this amount. 
Under existing resales he must sell these lines at a 
loss and attempt to recoup through selling more of the 
high profit specialties. This is the situation which 
threatens the existence of many wholesalers. It de- 
mands immediate correction through the revision of 
the manufacturer’s suggested resale schedules to pro- 
vide adequate margin for the wholesaler. 
Manufacturers are ready and anxious to effect such 
revisions, Mr. Bennett told his audience. But first they 
must have the facts. They must know the wholesaler’s 
costs and he called upon the wholesalers to provide 
the manufacturers with this data. These costs should 
be segregated by principal commodity lines because 
conduit does not bear the same operating cost as fuse 
plugs, or reflectors or safety switches. Handling costs, 
warehouse space, turnover, size of average order and 
selling costs vary between individual lines. Their de- 
termination by modern methods of distribution cost 
accounting is a necessary preliminary to the adoption 
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of an adequate gross margin by the manufacturers. 

To make such cost studies for every wholesale estab- 
lishment would hardly be practical. This data could 
be obtained, however, if each local wholesaler associa- 
tion would select a few member houses whose operat- 
ing costs are typical of the average and, as a coopera- 
tive association activity, effect a complete cost account- 
ing study of these houses. If the Standard Classifica- 
tion of Commodities (ELEcTrIcAL WHOLESALING, 
April, 1932) and the cost accounting methods as de- 
veloped for wholesale organizations by the Department 
of Commerce were followed in each case, these studies 
would then all be on a comparable basis. The manu- 
facturers must have such information before they can 
render much needed assistance to their distributors. 
Hence the importance of undertaking this work with- 
out delay. 


v 


Range Rentals 
or Range Sales? 


b heen range campaign now under way in Los Angeles 
(pages 4 and 5) is built around the distributor as 
the key man. The utility does not merchandise ranges, 
but it cooperates in every possible way with distributors 
and dealers. Each wholesaler and each dealer stands 
to benefit in direct proportion to the amount of effort 
which he puts forth. 

Philadelphia has recently completed a most success- 
ful range campaign which we shall describe in detail 
next month. Conducted by the Electrical Association, 
it was cooperative in every sense of the word. Utility, 
distributors and dealers coordinated their selling efforts 
with the result that 645 ranges and 77 water heaters 
were sold in 1932, a gain of more than 20 per cent over 
1931. Distributors and dealers installed ranges in their 
own homes, became sold on electric cookery, went out 
and sold more than two-thirds of the total against the 
utility’s sales of less than one-third. Ranges sold by 
the utility were purchased from local distributors. The 
utility offered free installations which were made by 
local contractors. It also provided for dealer financing. 

The Association set dealer quotas and conducted 76 
cooking schools. Campaign advertising featured testi- 
monial letters from local range users. Dealers actively 
participating numbered 114, an increase of 54 over the 
previous year. Quality was stressed throughout the 
campaign with the result that the average sale was for 
$157.54 and this in spite of the fact that “leaders” 
were offered at $115. 

From Hartford, Conn., come highly colored reports 
of the range rental program of the Hartford Electric 
Light Co. Full page newspaper ads. announced that 
consumers could rent electric ranges for 30 cents a 
week, payable on their electric bills. Free installation 
was offered the first 500 applicants. Rental applica- 
tions could be made at any of the utility’s five stores. 
They were also accepted by nine dealers listed in the 


utility’s advertising. The line of applicants at the com- 
pany’s main office extended far out onto the sidewalk 
and 500 renters of ranges were signed up in short 
order. 

The rental ranges were a special model having four 
burners and oven, non-automatic and with none of the 
refinements of a modern quality range. The utility 
purchased them directly from the manufacturer. 

Wholesaler and contractor support for the campaign 
was sought through promise of 500 installation jobs 
for local contractors, who would purchase the neces- 
sary materials from local wholesalers. The Hartford 
utility estimated that the contractor would receive an 
average of $50 per range installation and would spend 
one-third of this or about $17 with his wholesaler. This 
estimate appears high when compared with the price 
of less than $25 actually in effect in Los Angeles for 
a complete range installation, also when compared with 
the estimate of a member of the N.E.M.A. Range 
Committee of $11 worth of wiring materials per range 
at wholesaler’s selling price. 

To secure the support of local range dealers and 
distributors the utility advanced the theory that its 500 
rental customers would not long remain satisfied with 
a stove consisting only of four burners and oven, that 
they would soon throw out the rented stove and buy 
a modern range. The utility further promised to put 
five range salesmen in the field who, wherever possible, 
would put their range sales through dealers. 

Thus, with one fell swoop, 500 range users have 
been added to the lines of the Hartford utility. How- 
ever, business which comes too easily or is developed 
too rapidly usually is not healthy business. It does 
not often prove permanent. It is obvious that Hart- 
ford’s range renters will not derive the full advantages 
of electric cookery from their bare “stoves”. Will they 
remain satisfied with them? We doubt that they will. 
Sooner or later, those who can afford to do so will 
probably buy quality ranges. Those who cannot so 
afford will do one of two things. They will either go 
back to their gas ranges or they will continue with 
their rented electrics. Will this latter group prove to 
be boosters for electric cookery? Herein, in our 
opinion, lies the danger of the Hartford plan. 

Only by hard work and coordinated selling efforts 
can electric cookery be promoted in a healthy and per- 
manent manner. Local electric cookery councils are 
now being organized throughout the country. In many 
territories local coordinated programs will soon be de- 
veloped. We believe that most of the utilities in these 
territories will prefer to follow proven methods of 
sales promotion. However, should any of them indi- 
cate a desire to copy the Hartford experiment, we urge 
both wholesalers and manufacturers to exert every 
effort to dissuade them and to convert them to the 
slower but more certain methods which have been 
developed through coordinated industry action in 
Philadelphia and Los Angeles. 
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Views of Our 





Readers 





Favors 2% Cash Discount With 
Semi-Monthly Payments 


To THE Ep1tTor: 

If Mr. Hirsch and his associates can 
accomplish something towards solving 
or even simplifying the cash discount 
problem, more power to them. They 
deserve our cooperation and support. 

While the theory underlying the 
allowance of a small discount for 
prepayment and also for the elimi- 
nation of further credit risk and 
collection work is economically sound, 
the practical application of uniform 
regulations for handling the matter, 
which will be generally acceptable, is 
somewhat difficult. There are many 
differences of opinion. 

Nearly every day in most manufac- 
turing and wholesale establishments the 
proprietor or the treasurer has to decide 
whether he should accept a payment 
from a desirable customer when either 
additional time or additional discount 
has been taken, and if he returns the 
check or even accepts it on account, 
what the reaction is going to be on the 
part of the customer. 

As you have invited an expression of 
opinion on the “ideal cash discount,” 
I am going to give you my personal 
views on the matter. In my opinion the 
most appropriate cash discount in the 
electrical industry is 2 per cent cover- 
ing semi-monthly payments as follows: 

Invoices from the Ist to the 15th 
inclusive, payable on the 25th. 

Invoices from the 16th to the 31st 
inclusive, payable on the 10th. 

These terms are, I believe, liberal, 
easily handled from an accounting 
standpoint and now being used by a 
great many vendors. 

L. R. Linx, Secretary-Treasurer, 

General Electric Supply Corp., 
Bridgeport, Conn. 
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Sales of Telephone Apparatus 
Show Upward Trend 


To THE Epitor: 

We would like to mention the fact 
that for the first time since 1929 our 
sales are now running ahead of the 
corresponding period of a year ago. 
This is encouraging and if it continues 
for the next month or six weeks, we 
will feel confident that we have at last 
turned that long looked for “corner.” 

We do not anticipate any spectacular 
rise in sales for 1933 but we do fore- 
cast an improvement in the second six 
months of the year, with the result that 


16 


1933 may show an improvement over 
1932 of approximately 10 per cent. 

We believe that there is business to 
be had if salesmen will go after it 
aggressively and work even harder than 
they did in 1932. We are stressing 
quality and service because in the long 
run we believe this is the proper method 
to sell telephone apparatus, and we hope 
in this way to overcome to some extent 
the misplaced emphasis which so many 
customers of ours have placed on price 
during the last two years. 

D. F. CAMERON, Treasurer, 
S. H. Couch Co., Inc., 
North Quincy, Mass. 
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A Utility Official's Views on 
Flexible Cord Hazards 


To THE EpiTor: 

In your January issue appears an 
editorial entitled “Approved Cords.” 
Your statement in the first paragraph, 
that 105 investigated fires were found 
to be due to sub-standard flexible cords 
is not a fact. If your magazine had 
investigated before making such an 
erroneous statement you could easily 
have secured the facts through con- 
sultation with the Department of Gas 
and Electricity of Chicago. 

The 105 reported electrical fires were 
contained in the 1932 report of the De- 
partment of Gas and Electricity. Out 
of 50 of these fires, 32 were lamps, 7 
irons, 4 elevator cables, 2 fans and 5 
miscellaneous. * * * In addition, 55 
fires were reported as due to the use 
of cord as line wire, and it is dis- 
tinctly stated in the report of the De- 
partment of Gas and Electricity of 
Chicago that these 55 fires were not re- 
ported as from cord known as “sub- 
standard.” 

There is certainly no objection to 
any trade publication giving publicity 
to a matter of this kind provided the 
true facts are published. Everyone who 
has had any real experience with flex- 
ible cord knows that to a major extent 
the difficulty with cords comes from 
conditions which arise from the wear 
and tear of the cord. Whether or not 
the cord is the so-called “standard” 
cord is not of major importance. Any 
cord, if it is abused, or after sufficient 
use, will become abraded, and then 
trouble results. If it were not for the 
flexible cord that the householder uses 
today, the electrical industry in general 
would not be as well off as it is as far 
as the extended use of appliances and 
lighting facilities is concerned. 


If electrical trade publications in- 
formed the public and the trade of some 
of the economical wiring methods which 
are approved by the National Electrical 
Code, other than metal-enclosed assem- 
blies, and in this way furnished infor- 
mation to popularize the use of such 
methods, then the householder, store 
and factory owner would be in a posi- 
tion of affording such adequacy in wir- 
ing that flexible cords would not need 
to be used. This is the solution of the 
problem of exaggerated flexible cord 
hazards. 


I am wondering if your publication 
would be willing to give as much pub- 
licity to this letter as you have given 
to your editorial. 

ArtTHuR P: Goon, Chief Inspector, 
Commonwealth Edison Co., 
Chicago, Ill. 





Our editorial on “Approved Cords” 
was inspired by a brief talk on the Chi- 
cago Safety Cord Movement recently 
delivered before the Lake Michigan 
Club by a representative of the Bureau 
of Electrical Inspection of the Depart- 
ment of Gas & Electricity of the City 
of Chicago. The 105 fires to which 
Mr. Good takes exception were cited 
by this speaker in his address. 

Upon referring Mr. Good’s letter to 
the Bureau we are advised that its 1932 
report did not group together into a 
single classification all fires in which 
sub-standard cords were involved. 

The purpose of our editorial was to 
point out the excellent work being done 
by the Chicago Bureau in promoting 
the use of cords bearing the Under- 
writers’ 5-foot bracelet label. No group, 
we believe, possesses a more intimate 
knowledge of the causes of electrical 
fires than the municipal inspectors. 
Surely the Chicago Bureau would not 
detail five inspectors to the promotion 
of approved cords were it not con- 
vinced, from its own records and ex- 
perience, that the use of “the so-called 
‘standard’ cords” is a matter of “major 
importance.” 

We quite agree with Mr. Good that 
trade publications should inform their 
readers (as ELECTRICAL WHOLESALING 
has done in the past and will continue 
to do in the future) of developments in 
economical wiring methods which are 
approved by the Code. As our readers 
are aware, we also believe in the pro- 
motion of adequate wiring but, no mat- 
ter how adequate the wiring may be, 
we cannot visualize the elimination of 
flexible cords, especially with portable 
lamps and appliances. 

For these reasons we are unable to 
agree with those portions of Mr. 
Good’s letter which are printed in 
italics. THE Eprror. 
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VICTORY in °33 


Electrical Wholesaling’s Nation-Wide 


Sales Drive to Stimulate Recovery 








January Prize Winners 
$10.00 Prizes 


NN ii ccint cra cdeave acini penta Standard Electric Supply Co., Milwaukee, Wis. 
Ov @ Pir. Lanalbsehduslsp vancca iene. Listenwalter & Gough, Inc., Los Angeles, Calif. 
SE AAEIIT S OR Res aI _..George W. Wahn Co., Boston, Mass. 
R., b.: Smodrestic. i... 221... _...............--General Electric Supply Corp., Houston, Texas 
M. H. Baumholtz.__ _.............Germantown Electric Supply Co., Philadelphia, Pa. 
J. P. Meyers... . bbe pica wi pieeane SRA sissies Joseph Kurzon, Inc., New York City 
A. G. Schwab... -...---- Hyland Electrical Supply Co., Chicago, Ill. 
A TEE Sipe ene ae Coleman Electrical Supply Co., Brooklyn, N. Y. 
E. J. Connelly Di eit ica y itl cae acbi tbls oidibegiatis sateen iene atacand Joseph Kurzon, Inc., New York City 
i Fi ee tk OY BAS F. D. Lawrence Electric Co., Cincinnati, Ohio 
; a REPRE ae Teese are ReQua Electrical Supply Co., Rochester, N. Y. 
P. D. Dempsey eed saad RIDGE oe George H. Wahn Co., Boston, Mass. 
W. C. Macpherson ITER, SO Te Ty General Electric Supply Corp., Dayton, Ohio 
Sy eee ee --s-s111++.....--Price Electric Supply Co., Pittsburgh, Pa. 
$5.00 Prizes 
Ray Tenscher........2............:. arcesninraepeeren Reeneteeeceee tea Kiefer Electrical Supply Co., Peoria, Ill. 
ee Ug Colonial Electric Co., Philadelphia, Pa. 
Eas INC) “SON ARMED Karl Baitinger Electric Co., New York City 
TET TL IEE A NT Capital Electrical Supply Co., Chicago, Ill. 
nb RSE CINE ERC RID A. Se ROT West Phila. Electric Supply Co., Philadelphia, Pa. 
M. C. Kleiner... sp utiliepnnck_ a Garfield-Elliott Electric Co., New York City 
Chas. L. Cohen... dhs iniperei tes OT kstineipicar mest Capital Electrical Supply Co., Chicago, Ill. 
RES 8 tn eee VUE) Ae Remy I Hyland Electrical Supply Co., Chicago, Ill. 
oe eee Rel SE se Ee spe TS Fife Electric Supply Co., Detroit, Mich. 
ca a Revere Electric Co., Chicago, Il. 


February winners will be announced next month 
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January Prize Winners Tell 
How They Did It 


Hard Work and Coopera- 


tion Responsible 


I am mighty pleased to know that I 
was top man on one item in your “Vic- 
tory in ’33” contest for January. 

It is more than gratifying to know 
that hard work and unlimited coopera- 
tion has enabled me to top the list. You 
may rest assured that I will display 
my gold button with the greatest pride, 
and if it is at all possible I certainly 
will show up leading in the contests 
that are still to come. 

E. CoNNELLY, 

Joseph Kurzon, Inc., New York City. 

Vv . 


They ''Work Together and 
Win Together" 


Your prize check for being high man 
in January on Trumbull products was 
most welcome but believe me the “Vic- 
tory in 33” gold lapel button is the 
thing I really had my heart set on and 
will wear it with pride. 

Now for some high lights. In several 
local industrial plants new machinery 
was purchased and present equipment 
was shifted, some being moved from 
one plant to another. Considerable time 
and effort was put into this project and 
with the cooperation received from the 
Trumbull staff I came through with 
fiying colors. 

Congratulations are in order and 
should be extended to these Trumbull 
representatives: H. R. Victor for engi- 
neering and sales assistance, Ben Hall- 
berg for the excellent service rendered 
out of Chicago and T. A. Lyman of 
Plainville, Conn., for the efficient way 
he handled orders covering high am- 
perage switches that were urgently 
needed. 

Working with the plant maintenance 
engineers, keeping in close contact with 
the purchasing division and anticipat- 
ing their requirements so that stock was 
available for immediate servicing of 
orders played a major part in this 
activity. 

Another point .I want to pass along 


is that my side kicks here in the Day- 
ton office helped materially. These men 
are G. E. Brown, branch manager and 
R. R. Spettel, assistant. I felt that the 
part they played and always do in back- 
ing up the service end was deserving 
of recognition and the three of us split 
the cash award $6, $2 and $2. Our 
motto here is work together and win 
together. 
We are plugging for “Victory in ’33,” 
W. C. MacPHERsoN, 
General Electric Supply Corp., 
Dayton, Ohio. 
(“Victory” buttons have been sent to 
Messrs. Brown and Spettel.) 





February 


Winners 
Will Be Announced 
Next Month 





Reports 
Must Be Sent In 


Before 


March 15 











Expects to Win Again 

Many thanks for the check that I 
received from you on the Hamilton 
Beach line. 

It is also a great pleasure for me to 
be able to wear in the first month of the 
contest, a gold “Victory in ’33” button. 

I can only say that I put in a great 
deal of work and that my house backs 
me up 100 per cent. I trust that it 
will be possible for me to again win 
another of your contests. 

J. P. Meyers, 

Joseph Kurzon, Inc., New York City. 


Still Going Strong At 65 


Your letter and check received and 
I want to thank you from the bottom 
of my heart. Honesty is always the 
best policy. A man 65 years of age can’t 
afford to lie. Although my younger 
sales competitors try to discredit an 
old boy of 39 years of electrical sales 
experience who has covered 36 states 
of the good old U. S. A., I hope to live 
and make the other 12 states. 

The secret of salesmanship is honesty 
in your statements of the quality of the 
merchandise you sell. Prove to the cus- 
tomers that both you and the manufac- 
turer are back of the product. 

I have always been honest with all 
my sales statements to the customers. 

I have sold Benjamin merchandise 
for over 14 years and know their mer- 
chandise’ and policy. In all my Ben- 
jamin sales in January I had four com- 
petitors on the same line, all younger 
sales brothers without my confidence 
in Benjamin merchandise and policy. 
I did not have to cut the price. The 
other fellows spent much time talking 
about my firm, but I have no time to 
talk about my competitor when I have 
confidence in a product, and if I 
haven’t confidence I won’t sell it. 

I will always put up Benjamin mer- 
chandise against any competitor’s line 
and will fight for an order and not go to 
sleep on the job if I have to work 24 
hours a day. Will try and get the next 
check, too. 

FRANK Harwoop, 
Standard Electric Supply Co., 
Milwaukee, Wis. 
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A "Go-Getter" Has to Plug 


I wish to express my thanks for the 
check and “Victory” button. I am 
very proud of the button and will wear 
it faithfully. 

My motto in securing business is to 
be a “go-getter,” combined with earnest 
and diligent “plugging.” 

Sam Moses, 
Hyland Electrical Supply Co., 
Chicago, Jil. 
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A. G. Schwab 
Hyland Electrical Supply Co. 
Chicago, Ill. 


Capital 


New Business from 
New Outlets 


Many thanks for the check and the 
gold button which it gives me great 
pride to wear. I would like to say a 
few words about my endeavors toward 
winning this award. 

The “Boss” called our early atten- 
tion to “Victory in ’33.” As my ter- 
ritory covers a number of users of 
electrical equipment similar to those 
manufactured by the Jefferson Electric 
Co., I planned to concentrate on every 
possible outlet for these products. It 
was surprising to me how many addi- 
tional users one can find if one studies 
his product and territory thoroughly. 
In an effort to make sure I missed no 
prospects, I found several large users 
who were buying a competitor’s prod- 
uct out of town. As they had had these 
connections for some time, it required 
persistence and argument to get their 
initial order. After showing them that 
the line we handled was made by one 
of the best manufacturers of such mer- 
chandise, who was recognized as one 
of the most reliable in the industry; 
and after assuring them of prompt serv- 
ice from our own adequate stocks, I 
convinced these prospects to give me a 
trial order. Well knowing the support 
I would get from my house and the 
reliability of the product, I was sure 





E. J. Connelly 
Joseph Kurzon, Inc. 
New York City 


Capital 
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Frank C. Pipenhagen 





Charles L. Cohen 


J. P. Meyers 
Electrical Supply Co. 
Chicago, Ill. 


I could hold the business. To a few of 
my accounts, who were dividing their 
business between several wholesalers I 
explained the “Victory” campaign and 
asked for their cooperation. Needless 
to say their support figured largely in 
boosting my sales for the month. 

I can safely say that the extra effort 
I put forth was well worth the attempt. 


Harry L. Kresce, 
Coleman Electrical Supply Co., 
Brooklyn, N. Y. 


Vv ’ 
Ready for Any Obstacle 


Many thanks for the check and the 
gold lapel button. Yes sir, that check 
will certainly come in handy. It is only 
now that I can appreciate the value of 
a contest after winning a prize. It 
makes me feel as if I could go right 
out and get business regardless of the 
difficulties one may encounter. 

My success on the Diehl line was a 
result of one satisfied customer’s recom- 
mendations. This I can contribute to 
our policy which is to “Sell quality 
merchandise” and “Never make prom- 
ises which you cannot stand back of.” 
I follow this course all the time and 
have never gone wrong. 

Martin H. BAUMHOLTz, 
The Germantown Electric Supply Co., 
Philadelphia, Pa. 


Electrical Supply Co. 
Chicago, Ill. 


Joseph Kurzon, Inc. 


New York City 





Harry L. Kresge 
Coleman Electrical Supply Co. 
Brooklyn, N. Y. 





Frank Harwood 
Standard Electric Supply Co. 
Milwaukee, Wis. 


Gives Credit to Manufactur- 


er's Representative 


I wish to acknowledge with thanks 
receipt of your letter of the 20th, ad- 
vising me that I was the winner of the 
$10 cash prize on Bussmann products 
in your “Victory in ’33” sales contest 
for January. 

Due credit should be given the local 
Bussmann representative who always 
cooperates and further credit should 
also be given to the strict wholesaler 
policy followed by the Bussmann Manu- 
facturing Co. 

Houuis B. VAUGHAN, 
George H. Wahn Co., 
Boston, Mass. 
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Hard Work Plus Knowledge 
of the Line 


Many thanks for your check and 
“Victory” -button which I prize very 
much and will wear with great pleas- 
ure. 

The only thing I can say about get- 
ting business is that hard work and in- 
telligent information on the merchan- 
dise you are selling are both necessary 
to do a real job. 

A. G. ScHwas, 
Hyland Electrical Supply Co., 
Chicago, Jil. 





W. C. Macpherson 
General Electric Supply Corp. 
Dayton, Ohio 
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Develop Existing Markets 
By J. W. SALADINE 


Manager Distributor Sales, Arrow-Hart & 
Hegeman Electric Co. 


Building construction is off from 
1928 levels from 50 to 80 per cent. 
Therefore, the market for the standard 
wiring materials has been reduced to a 
minimum for the past two years and, 
frankly, it looks as though this condi- 
tion would continue for some time to 
come, 

Two years ago we faced this situ- 
ation and have since endeavored to 
build a new business for you by manu- 
facturing new devices specifically 
directed at markets which do exist. All 
of these new developments not only 
have a market, but better still, involve 
a larger unit volume sale and allow more 
profit than the so-called old standard- 
ized schedule material. 

The ultimate market that we are 
both after is, of course, the consumer. 
As your sales show, to some extent 
people are still spending money for 
electrical merchandise. Electric ranges, 
clocks, radios, refrigerators, other appli- 
ances, and modern lighting are still 
being sold in some volume. Our basic 
proposition was to develop devices that 
would provide for correct, efficient in- 
stallation and use of these appliances, 
and thus build up the existing jobs. 
Small stuff in a way, it is true, but it 
has been definitely proven that in these 
times it is the small additional sales for 
profit that mean the difference between 
black and red figures to you and your 
company. 

Our problem and yours has been to 
reach this consumer market through 
your customers—contractor, dealer, de- 
partment store, and central station. To 
assist you in attaining this objective of 
additional items for additional profit, 
we put our story in a compact booklet 
which easily fitted into your briefcase. 
This booklet illustrated each device, 
gave a brief story on it, pointed out the 
existing market, gave suggestions on 
how to reach that market, and finally, 
gave the prices at which we suggested 
you sell these items. It gave the whole- 
saler’s salesman, by word and picture, 
a complete story to sell and tell his 
customers. This Plan Book is still 
available. 

We are now going very much further 
to help the wholesaler’s salesman to get 
his story across-successfully. To help 
you sell these leaders for additional 
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profit in 1933, we -have produced a 
motion picture carefully acted out by 
professional actors under our direction, 
showing not how this material is manu- 
factured, but visualizing the markets 
for it and how those markets can be 
sold. This picture, called “Leaders,” 
was specifically produced for our whole- 
salers and their salesmen to give their 
customers a complete, logical sales 
story of how each item can be sold 
successfully to the consumer. So often 
a manufactured item has a real story to 
go with it which becomes lost or partly 
lost between the time that story leaves 
the factory and the item is presented 
for sale to the consumer. This picture 
bridges this gap. This method of sell- 
ing has recently been successfully used 
in kindred industries, but this is the 
first time it has been presented for use 
in the wiring materials industry. 





Additional Prizes 
are offered to 


“VICTORY in °33” 


Contestants 
by these 


Manufacturers: 
Benjamin Electric Mfg. Co. 
Hamilton Beach Mfg. Co. 

Steel and Tubes, Inc. 

Square D Co. 





See their Advertisements 
for Details 











During 1933 we shall continue to pro- 
duce new and attractive devices for you 
to merchandise for profit. We are fur- 
nishing you with the tools to help you 
reach the markets existing for them— 
make sure you take full advantage of 
them for “Victory in ’33!” 
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Use Your Imagination 
By GEORGE W. DAY 


Sales Manager, The Paine Co. 

“Victory in ’33” fires the imagina- 
tion, and imagination is one of the 
prime requisites for successful selling 
in ’33. Without imagination, how can 
the contractor-dealer be lifted out of 
the depressed inertia and become en- 
couraged to go out after business with 
confidence ? 


Let me introduce you to Mr. Sales- 
man-with-Imagination. He’s sold on 
“Victory in 33”. He’s determined to 
WIN A PRIZE EVERY MONTH, and he is 
constantly drawing on his imagination 
for ways and means to increase his 
sales. He knows that this is only pos- 
sible through building up his custom- 
er’s sales. How to help his customer’s 
sales is his problem. He knows com- 
petition is keen in other lines of busi- 
ness, and when he sees a poorly lighted 
store or display windows that could be 
improved and made more effective by 
changes in lighting equipment, he passes 
the ideas along to his customers, helping 
them by putting the “reasons why” into 
their mouths so that they can use them 
effectively in selling the merchants. 
When he stops at a gas station he 
remarks on how a good flood lighting 
job would boost the station’s business, 
and then passes the good word along 
to his customers to get busy and con- 
tact that station for a flood lighting job. 


The story of one successful con- 
tractor is passed along to others as an 
encouragement to them to go out after 
the business; the methods that prove 
successful are passed along for the good 
of all. Methods that fail are checked 
for reasons why they failed; new plans 
that overcome the weaknesses of the 
previous plans are recommended. 

Today generalization doesn’t make 4 
hit. You have to pound home specific 
things the customer can do to help 
himself. The Salesman-with-Imagina- 
tion is like the artist—he can “paint the 
picture” for the customer and paint it 
in such an understandable way that the 
customer will not have any difficulty in 
seeing what it is all about. 

Every month “Victory in ’33” offers 
you a fresh start. If you have not par- 
ticipated in this campaign in January 
or February you can get busy in March. 
Winning one of these prizes means 
more than just the cash; it also means 
prestige with your house. 
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Helps for “Victory” Contestants 








Sell Fuses to Industrials 
By ARTHUR T. BAYER 


Sales Promotion Dept., Bussmann Mfg. Co. 


In the everyday operation of an elec- 
trical circuit there are bound to occur 
many temporary overloads that in them- 
selves would not be harmful to wiring 
or equipment. Ordinary fuses often lack 
the necessary time-lag to carry these 
harmless overloads. They frequently 
blow unnecessarily, causing a costly and 
needless shutdown. 

This condition offers a perfect setting 
for selling renewable fuses. For today 
those responsible for plant operation 
are vitally interested in equipment that 
will help them slash overhead costs and 
increase operating efficiency. You will 
create a lot of interest when you tell 
them that you are selling a fuse that 
will help them eliminate many of their 
electrical shutdowns. 

An excellent plan to use in selling 
fuses to industrials is to point out how 
every time a fuse blows needlessly ma- 
chinery stops, workmen stand idle and 
production is at a standstill until elec- 
trical service is restored. Paint a men- 
tal picture that will make them see how 
the cost of such a needless shutdown is 
often more than an entire year’s cost 
for electrical protection—how fuses 
that permit these needless shutdowns 
would be an expense even if given to 
them free. Then tell them how time-lag 
fuses prevent many of these needless 
shutdowns and help maintain electrical 
service—how they enable users to re- 
duce out-of-service losses and overhead 
costs. Planning your sales talk in this 
manner will bring you a surprising in- 
crease in your fuse sales. 

During the “Victory in ’33” cam- 
paign each Buss advertisement will be 
designed to give sales ammunition that 
you can readily use. Turn to the Buss 
advertisement each month—it will help 
you win the prize. 


Vv 


Pointers on Hack Saw Blades 
By A. W. TUCKER 


Secretary, The Henry G. Thompson & Son Co. 


A hack saw blade is such a common 
and universal tool, that many times little 
thought is given to the various types 
of blades available, and to their correct 
use. Experience has proven that the 
most practical type of hack saw blade 
for the electrical field is the hard-tooth, 
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flexible-back, tungsten-alloy blade. 
When the teeth are properly designed 
and set, a flexible-back blade can be 
tempered to cut the hardest kind of 
metal and with the proper selection of 
pitch, will cut brass and iron pipe, sheet 
metal, and a very wide range of other 
materials as well. 

An unbreakable type of blade is essen- 
tial in the electrical field, where much 
of the cutting by hand is done over the 
knee on jobs where a vise or other 
sturdy means of holding the material 
is not available. The hard-tooth, flexi- 
ble-back saw can be bent and twisted 
in the frame without breaking. 

The 24 tooth wavy set saw has 
proven the best all around blade for 
general electrical work. This pitch, es- 
pecially when the teeth are set in curves 
or waves, from which it derives its 
name, will cut armored cable, metal 
raceways, conduit and sheet metal, 
without ripping the teeth or breaking 
the blade. 





"Victory" Prizes 
Will Be Awarded 
Their Own Salesmen 
by 
Benjamin Electric Mfg. Co. 
Jefferson Electric Co. 
Steel & Tubes, Inc. 
Paine Co. 














The most modern type of hand hack 
saw blade has fine teeth on the forward 
end. These teeth act on the same prin- 
ciple as the feed screw on an auger bit, 
and prevent the blade from slipping off 
the cutting line. In starting a cut with 
the old type hack saw blade, it has been 
the practice to scrape back and forth 
with the teeth in the center or back 
end of the saw. With the new duplex 
type of blade, however, the fine easy- 
starting teeth on the forward end, make 
it possible to start a cut quickly and 
accurately with a single stroke and 
without scraping. These fine teeth will 
not catch in corners, and will not rip 
out. This modern blade will be found 
especially handy for electrical con- 
tractors who must do so much of their 
cutting in cramped quarters and under 
strained conditions. 





Go After the Small Jobs 


By D. HAYES MURPHY 
President, The Wiremold Co. 


The “Victory in ’33” campaign, as 
we see it, must be founded upon plain, 
simple, down-to-earth selling. Hence, 
we are recommending to wholesalers 
and their salesmen that they do every- 
thing they can to induce their con- 
tractor customers to go after the SMALL 
jJoss—the jobs that are always waiting 
to be picked up, in good times or bad, 
and the jobs that prospective customers 
are always glad to give to alert con- 
tractors who point them out. Many con- 
tractors realize that right now it is wise 
to devote their time to developing these 
small jobs. 

If you want quick action, urge your 
contractor friends to go out after Ex- 
TENSION WORK and ADDITIONAL OUTLET 
installations. There are plenty of these 
small jobs to be developed, and sales- 
men who work with their contractor 
friends along this line will find this to 
be true—tfe kind of jobs that a smart 
contractor knows should be done and is 
able to sell at a fair price, often with- 
out competition. 
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Always Mention Tape 
By WALTER H. BIERINGER 


Vice-president, Plymouth Rubber Co. 


The fact that a good tape is one of 
the best items that a wholesaler’s sales- 
man has to offer is not always consid- 
ered sufficiently. 

Every prospect—every contractor, 
dealer and industrial—buys some tape. 
Perhaps it has more general use than 
any other electrical accessory. Mention 
it twice as often as you have before 
and you are apt to procure twice as 
many orders. If you book only 15 
pounds a day, you will have approxi- 
mately 375 pounds of tape for the 25 
working days in the month. 

Only 10 per cent of the total tape 
business in the country goes to the 
cheaper tapes; 90 per cent goes to the 
distributors of quality tapes. A poor 
tape means grief because it dries out 
and ravels at the edges. The average 
contractor won’t risk it, neither will the 
industrial plant. Only high quality tapes 
will assure repeat business. 

Everyone uses some tape—mention it 
more often and you'll help bring “Vic- 
tory in 733”. 
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lt ls Easy to Participate in 
“VICTORY in '33” 


All salesmen of electrical wholesalers are eligible and no advance: registration is 


necessary. 


Use blank on opposite page for reporting your sales, or you may use your own 


company's letterhead. 


Report total sales for the month, in dollars and cents, on the products of any of 
the manufacturers listed on the opposite page. 


Report sales for each manufacturer separately. 


Report for as many manufacturers as possible, even if your sales on some lines are 


small. Small Totals May Win a Prize. 


Have your report countersigned by your sales manager or by an officer of your 


company who has such authority. 


Your report for March must be mailed to reach Electrical Wholesaling, 520 N. 
Michigan Ave., Chicago, on or before April 15, 1933. 


February winners will be announced in the April issue of Electrical Wholesaling. 


CONTEST RULES 


1. Separate contests will be held each month from 
January to June inclusive. 


2. Only the lines of those manufacturers whose 
advertisements appear in each issue of Electrical 
Wholesaling will be eligible for prizes for that 
month. 


3. A cash prize will be awarded each month to the 
wholesaler's salesman who reports the largest vol- 
ume of sales of the products of each of these 
manufacturers. One prize for the line of each 
manufacturer; $10 if his advertisement is two- 
thirds of a page or more, $5 if it is one-third or 
one-sixth of a page. Lines of advertisers using 
less than one-sixth page will not be eligible. 


4. Each contestant can win only one prize in any 
one month. If a salesman is high man, in the 
same month, on the lines of two or more manu- 
facturers, he will be awarded the prize for the 
line on which his sales are greatest. The prizes for 
the other manufactuzers' lines on which he is also 


high man will go to the runner-up, or next high- 
est man. 


5. A salesman is ineligible to compete on any 
manufacturer's line after he has already won a 
prize on that line, but may compete in succeed- 
ing months on the lines of all other manufacturers 
on which he has not previously been awarded a 
prize. 


6. In case of a tie, the full cash prize will be 
awarded to all tying contestants. 


7. All salesmen of the authorized distributors of 
each manufacturer are eligible for the prizes 
awarded on that manufacturer's products. 


8. Each winner will receive, in addition to the 
cash prize, a "Victory in '33" lapel button. 


9. Contestants whose reports indicate an out- 
standing sales performance but who fail to win 
a cash prize, will receive a similar "Victory" 
emblem in recognition of their achievements. 
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“VICTORY in °33” 


MARCH CONTEST 


Winners will be announced in the April issue of Electrical Wholesaling 








1. Read carefully the Contest Rules 
on the previous page. 


2. Only the lines of the manufac- 
turers listed below, whose advertise- 
ments appear in this issue of Electri- 
cal Wholesaling, are eligible in this 
month's contest. 


3. Through the month of March 
keep your own record of sales on all 
products of each of these manufac- 


INSTRUCTIONS TO SALESMEN 


turers for whom your house is an 
authorized distributor. 


(By “sales” is meant actual orders 
taken by you or credited to you from 
March | to 31 inclusive, at whole- 
saler's selling price (what you bill your 
customers) whether for March or 
later delivery.) 


4. At the end of the day, on Fri- 
day, March 31, add up your total 


Instructions to Sales Manager 


sales for each manufacturer and enter 
this amount in the space below oppo- 
site his name. 


5. Sign your name and the name of 
your company. 


6. Tear out the entry blank and hand 
or send it to your sales manager or 
other officer of your company > his 
approval and signature. Do not send 
it to us until it is countersigned. 


(Or to other officer of company who has authority to approve salesmen's records) 


Please check this Sales Record. If you find it correct, countersign and mail it to Electrical Wholesaling, 520 N. Michigan Ave., Chicago, il. 


on or before April 15, 1933 


Salesman’s Entry Blank 


Enter your sales below. Make your figures plain. If there are cents as well as dollars, indicate your decimal point plainly. Enter no sales of 
manufacturers’ goods except those for whom your house is a regular distributor. 


Name of Manufacturer See Page 
American Blower Corp. 25 
Arrow-Hart & Hegeman Electric 

Co. 43 
Benjamin Electric Mfg. Co. 2 
Benson Co., Inc., Alex R. 50 
Bryant Electric Co., The 39 
Bussmann Manufacturing Co. Back Cover 
Clifton Mfg. Co., Inc. a 
Colt's Patent Fire Arms Mfg. Co. 52 
Couch Co., Inc., S. H. 48 
Curtis Lighting, Inc. 34 
Federal Electric Co. 50 
Fretz-Moon Tube Co., Inc. aS 
General Cable Corp. 33 


General Electric Co., Nela Park, 
(Incandescent Lamps Only) 26-27 
General Electric Vapor Lamp Co. 51 
Hamilton Beach Mfg. Co., The 29 
Ideal Commutator Dresser Co. 50 


Jefferson Electric Co. Inside 


Contestant Sign Here (Print Name) 


Front Cover 


Your Salesin March Name of Manufacturer See Page Your Sales in March 
SOIL eb Justrite Manufacturing Co. ee a ae 
McGill Manufacturing Co. 51 | aR ea 
$a eneneenesnneeeeeeee National Electric Products 
Drie bats cel Corp. eee 
$n neennnneneeceeeceeecees Okonite Co., The (Panther and 
eee Dragon Tapes only) 4l Bide cienisicthsiathicen 
a Paine Co., The 48 ,_ERERE Se) tae 
: sguirre’ Saaaprenenaraanet: Pass & Seymour, Inc. 36 = ETE ers 
ial. re ee 
Bip. nouiesdes 5 Reliance Automatic Lighting Co. 48 PSST eo 
Ci licpat ie. Sherman Mfg. Co., H. B. 50 Die plus cu, 
Vs Pe Square D Co. 37 OR eile 
Si ees BE Steel and Tubes, Inc. 31 a 
Thompson & Son Co., The Henry ee 
Bonnar 6. "eo 
: ‘eSanteneenennneceiattt Trumbull Electric Mfg. Co., The 45  etiatans occneall 
Om SAR” Wadsworth Electric Mfg. Co., 
a aid a ti Inc., The 49 ee oe a 3 - 
RRR te OP Wiremold Co.,The 44 + elles ORR aa 
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City and State 


Sales Manager Countersign Here 






































































Trends in 


Distribution 





ay digest of selected articles 


appearing in recent issues of business 
and trade publications which reflect 


distribution trends in various fields 








The New Relationship Between 
Manufacturer and Wholesaler 
What are the manufacturer’s duties 

and responsibilities to his wholesale dis- 
tributors? Fundamentally, he must view 
his wholesalers as an integral part of 
his own organization. His responsibili- 
ties in this alliance might be grouped 
under nine general heads: 

1. In order to help his distributors 
make a profit, he must set up the rules 
of the game. He must enunciate sound 
distribution policies for the goods that 
he manufactures. They should be clear 
and precise, and devised with the full 
advice and counsel of the distributors 
themselves. 

2. The manufacturer should serve as 
a clearing house for his distributors in 
respect to such data as density of distri- 
bution, condition of inventory, advertis- 
ing and promotion methods for whole- 
salers, the training of wholesalers’ 
salesmen, the use of sales statistics, the 
interchange and the study of whole- 
salers’ operating costs. 

3. It is the manufacturer’s duty to 
maintain the proper potential profit 
level for his distributors. No manufac- 
turer can make a profit for his distribu- 
tor, but he can help to maintain the 
potential profit level that any good dis- 
tributor may be able to realize with 
proper effort. 

4. He must supply merchandise of 
appropriate quality and design. He 
must maintain his own price lists on a 
fair competitive level as compared with 
those of his fellow manufacturers. He 
must suggest prices at which the whole- 
saler may sell his retailers on a basis 
that will assure equality of competitive 
opportunity for all retail outlets, big, 
medium and small. 


Equitable Selling Prices 

5. The manufacturer must help his 
wholesaler by distinguishing between 
wholesaler and retailer, regardless of 
size, on the basis of the function per- 
formed in the distribution process and 
not merely on the basis of quantity of 
goods purchased. 

6. The manufacturer should afford 
his wholesaler adequate protection 
against inventory loss in the case of 


price declines over which the whole- 
saler has no control. 

7. The manufacturer should protect 
his distributors in proper fashion 
against undue losses due to obsolescence 
of styles or patterns and designs. He 
should avoid all discrimination between 
wholesalers in respect to terms of pay- 
ment and freight allowances. He must 
observe meticulously his own published 
price list to both wholesaler and re- 
tailer. 

8. A factor which frequently is over- 
looked is the manufacturer’s obligation 
to his wholesalers to maintain a sales 
force of his own that is trained to co- 
operate with the wholesaler and not to 
work against him. 

Too many men are out selling goods 
for manufacturers who are obsessed 
with the idea that their primary func- 
tion is to get orders from retailers re- 
gardless of the wholesaler’s interest. If 
a satisfactory and carefully planned 
system of distribution through the 
wholesaler has beén devised, then the 
function of the manufacturer’s sales- 
man primarily is to help wholesalers 
make better wholesalers’ salesmen, and 
to help make better retailers rather 
than to secure specific orders. 

9. Finally, it is the manufacturer’s 
responsibility to select his distributors 
carefully. Selective distribution means 
that it is the manufacturer’s duty not 
to over-saturate a given area with 
wholesalers (or retailers). On the other 
hand, in fairness to himself he must 
see that sufficient outlets are available 
to give adequate coverage for his 
product. 

Let us now list our conception of the 
wholesaler’s duties and responsibilities 
to the manufacturer. Again, he must 
have the cooperative point of view at 
the start and regard himself in principle 
and in fact as a part of the manufac- 
turer’s distributing organization. 


The Wholesalers’ Responsibilities 

1. It is the wholesaler’s obvious duty 
to advise and confer with the manufac- 
turer in respect to matters of common 
interest, and to give the manufacturer 
the benefit of impartial and unbiased 
counsel. 


2. The wholesaler should push every 
line he handles diligently—on its own 
merits—and not use it merely as a con- 
venience or bait to get other business. 

3. It is obviously the wholesaler’s 
duty to provide a well-trained internal 
organization with sufficient intelligence 
and facilities to carry out faithfully ail 
the mutually agreed upon policies. 


The Wholesaler's Sales Force 

4. It is the wholesaler’s duty to sup- 
ply a carefully selected sales force, 
equipped not only with a knowledge of 
the merchandise handled, but carefully 
schooled in the policies applicable to 
each particular line that the salesman 
has to sell. I believe that herein is the 
weakest point in the average whole- 
saler’s armor. 

5. It is the wholesaler’s duty to carry 
an adequate stock of the manufacturer’s 
goods at all times. 

6. It is the wholesaler’s duty to con- 
trol his business so that the orders he 
places with his sources of supply will 
be orders in fact as well as in name, 
orders that the manufacturer can and 
will regard as genuine obligations that 
are not to be cancelled or changed ex- 
cept in extraordinary circumstances be- 
yond the distributor’s control. Recipro- 
cally, the manufacturer should be obli- 
gated to fill all orders he accepts, at 
the contract price. 

7. It is also the wholesaler’s duty to 
supply the manufacturer with adequate 
statistical information including stock 
reports to indicate how rapidly the 
manufacturer’s goods are passing into 
the retailer’s hands, also reports of sales 
to retailers from distributors. 


Only with the possession of essential 
facts can the manufacturer set up a 
cost system in relation to his own distri- 
bution, discovering what his sales are 
in each trading area, and relating them 
to his sales and advertising expense in 
that area. In that way he is enabled 
to supply intelligent sales assistance and 
cooperation to his wholesale distribu- 
tor in the section under analysis.— 
H. W. PRrentis, Jr., Vice-President, 
Armstrong Cork Co., Lancaster, Pa., 
in Executives Service Bulletin for De- 
cember. 
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THE 
1933 


BLUE BOOK 
is READY! 


and specially printed sales literature, 


Get your free copy today 


mailing schedules etc. It’s a carefully 


Lo most valuable book ever offered to Ven- 


tilating Contractors and Electrical Dealers. 
Not a book for the library or den, but a real 
guide for ventilating business. Tells where and how 
to make money selling electric ventilating 


equipment, contains samples of folders, cards 


American R Rlower 


NG. DRYING MECHANICAL DR 


worked out plan of attack all ready to start 
producing for your dealers FREE of CHARGE. 
Mail the coupon for a copy for yourself and see 


that each of your dealers have one. No obligation. 


AMERICAN BLOWER CORPORATION, DETROIT, MICHIGAN 
CANADIAN SIROCCO CO., LIMITED, WINDSOR, ONTARIO 
BRANCH OFFICES IN ALL PRINCIPAL CITIES 


AMERICAN BLOWER CORPORATION, 6000 Russell St., Detroit, Michigan 
Send a copy of your Blue Book to: 


Name 
Firm Name____—s——SSSStreet and Number. 
SD SE ae Ee 
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LAST month we listed the selling advantages 
dealers should look for in any line of mer- 
chandise. Prestige led the list. Advertising is 
the second point to consider. And these are the 
questions dealers should ask about advertising 
before they take on any line of merchandise: 
How much advertising is behind the product? 
Has it been advertised long enough so that my 
customers recognize it instantly? Does it reach 


*— Check Your 


AS YOU CHECK YOUR DEALERS’ STOCKS 


all my customers? Does it show a record of 
constantly increasing effort? 

We answer these questions in relation to 
General Electric advertising to show you how 
the tremendous volume, unbroken continuity 
and cumulative effect of General Electric ad- 
vertising is a dealers’ help to the merchandising 
effort of every General Electric MAZDA lamp 
agent and therefore to you. 


2. Advertising V 


TWO BILLION 
PAGES SHOW THIS 
MONOGRAM 





1,000,000,000 printed pages bear- 
ing the General Electric monogram 
appear in magazines annually. 
1,000,000,000 more appear in news- 
papers. Is it any wonder that the 
General Electric monogram is the best 
known electrical trademark in the 
world? 


Figures talk! And the following 
tell why General Electric advertising 
reaches every user of electric current. 


900,000,000 impressions per year 
—in 50 popular maga- 
zines; 


25,000,000 impressions per year 
—in 120 technical 
journals; 


22,000,000 impressions per year 
—in 100 industrial 


publications; 





A NATION-WIDE 
RADIO HOOK-UP 


18,000,000 impressions per year 
—in 75 commerical, 
business and trade 
papers. 


All carry the name General Electric 
and the increasingly famous “(%6)’’ 
monogram—the initials of a friend. 


Each week—52 times a year—the 
General Electric radio program 
reaches millions of listeners. It multi- 
plies the prestige-building power of 
two billion printed advertising pages. 


Add to this a never-ending flood of 
General Electric promotional material, 
and what a background it gives you 
for selling General Electric MAzpa 
lamps. 

General Electric’s advertising of 
Mazpa lamps has increased each year 
since 1912 . . . in volume, in impres- 
sions per year and in coverage. In 
the past six years, General Electric 
has spent 88% of all money spent by 





12 IMPRESSIONS 
FOR EVERY WIRED 
HOME 





all lamp manufacturers to advertise 
lamps in the nation’s magazines. 


1933's Dominating Program 


This year lamps of General Elec- 
tric manufacture will be advertised 
with 250,000,000 impressions in 
thirteen leading weekly and monthly 
magazines—in six dominating com- 
mercial and industrial publications 
and in more than fifty magazines in 
which the Photoflash, Sunlamp and 
trade stories are told. 


For every wired home in _ these 
United States, there will be twelve 
advertising impressions in 1933—an 
average of one each month for every 
wired home—and that goes for the 
homes in your neighborhood. 


So as a dealer in Mazpa lamps of 
General Electric manufacture you are 
backed by the most powerful adver- 
tising campaign in the realm of in- 
candescent lamps. 


GENERAL @® ELECTRIC 


mAZDA LAMPS 
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Selling Advantages 








2| ADVERTISING 


DISPLAY SERVICE: General Electric spends 
more money than any other lamp manufacturer 
3 to develop, pre-test and make G-E displays the 
most outstanding and effective in the whole mer- 
chandising field. 








IDEAS THAT HELP YOU SELL: General 
Electric searches every branch of retailing to find 
yay ideas that have clicked so that it can pass on to its 

alert agents new, sound, proven ways to sell 
more lamps. 





QUALITY: General Electric is constantly mak- 
ing research to be sure that its lamps are products 
of unexcelled quality. And this, plus Mazpa 
5 Service, means that General Electric MAzDA 

lamps are always first with new improvements. 
480 inspections, processes and tests in manufacture 
insure quality. 





CONSIGNMENT PLAN: Stabilizes prices 
and assures satisfactory profits. Under this plan 
dealers can carry an adequate variety of lamps 
6 and thus secure sales that might be missed under 
any other plan. They never have to charge off 
obsolescence. No losses are possible through price 
reductions. There is no money investment. 





ORGANIZED CAMPAIGNS AND CON- 
TESTS: General Electric systematically and 
regularly initiates campaigns and contests to 
7 stimulate sales . . . and pre-tests them in ad- 
vance. At the time of these contests, General 
Electric simultaneously increases its advertising 
to the consumer. 














These are seven of the advantages a General Electric Mazpa 
lamp agency offers to your dealers. We will go into more de- 
tail on each one in following advertisements. Follow them. 
Check them point by point. Meanwhile, if you’d like to know 
the whole story, write us. General Electric Company, Nela 
Park, Cleveland, O. 


PRESTIGE: Wherever the G-E monogram 
| appears, it is instantly accepted as the mark of an 
electrical product of unexcelled quality. 


LOOK FOR THIS MARK 
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N.E.W.A. 


ctivities 


Tre information on this page has been 
prepared exclusively for "Electrical Wholesal- 


ing" by E. Donald Tolles, Managing Director, 


National Electrical Wholesalers Association, 
165 Broadway, New York City 








Johnson and Wiebe Appointed 
Industry Commissioners 


The Permanent Committee on Trade 
Practices has announced the appoint- 
ment of two additional local industry 
commissioners who will supervise the 
enforcement of the Federal Trade Prac- 
tice Rules in their respective districts. 

The wholesalers appointed are C. W. 
Johnson, Johnson Electric Supply Co., 
Cincinnati, and F. A. Wiebe, Brown 
Supply Co., St. Louis. 

Industry commissioners have now 
been appointed for all but 10 of the 43 
districts into which the country has 
been divided by the Permanent Com- 


mittee. 
Vv 


Lamp Committee Recommends 
Changes in Mazda Policies 


In the belief that there are certain 
practices and policies entering the 
Mazda lamp business which, if not cor- 
rected, have a far reaching effect on the 
distribution of lamps through the elec- 
trical wholesalers, the Lamp Committee 
of the N.E.W.A. recently met with rep- 
resentatives of the General Electric Co. 
and the Westinghouse Lamp Co. 

The following recommendations were 
presented by the wholesaler’s committee. 
The manufacturers representatives evi- 
denced a desire to cooperate in improv- 
ing conditions for “B” and “A” agents 
and promised to submit written replies 
to each of the questions raised by the 
Association’s Committee. 


Matters Requiring More Strict Ob- 
servance of the Contract Rules 
1. Closer supervision of manufactur- 

ers toward irregularities of “A” and 

“B” agents in violation of their con- 

tracts with the manufacturer. 

“A” agents are holding out and using 
lamp funds for other operations. 

There is a tendency on the part of 
less scrupulous “B” agents to encourage 
the “A” agent to do business on the 
manufacturer’s money and thereby tie 
the “A” agent closer to the “B,” and 
more important such a “B” agent, with 
the reputation for a tendency in this 
direction, has undue advantage in 
soliciting other new “A” accounts. 


Manufacturers should not approve 
transfer of an “A” agency from one 
“B” agent-distributor to another, if the 
manufacturer finds that such transfer 
results from the first “B” agent’s at- 
tempting to enforce proper accounting 
methods as required by the manufactur- 
er’s contract rules. 

It frequently happens that when a 
“B” agent insists on the “A” agent 
making a proper report on sales, and a 
proper remittance in order to secure 
the five per cent cash discount as pro- 
vided in the contract, such agent fre- 
quently makes a point of threatening to 
leave the “B” agent at the end of his 
contract period. It is recommended that 
where such a breach of contract has 
been reported by the “B” agent to the 
lamp manufacturer at least 60 days 
prior to the contract date, that no trans- 
fer be permitted by the manufacturer 
until such manufacturer has itself first 
made a thorough investigation to deter- 
mine whether its contract has been thus 
violated. 

Turnover compensation of two per 
cent to “B” agent is impossible without 
stricter enforcement of the above rules. 

This two per cent turnover compen- 
sation is a very important part of a 
“B” agent’s total lamp profit, but with- 
out the elimination of the contract viola- 
tions above mentioned, it becomes impos- 
sible to earn it. Moreover, serious and 
unfair discrimination results against 
those “A” agents who are living up to 
their contracts. 

2. New “B” agency appointments. 

The manufacturer should realize 
that he can obtain most complete, 
efficient and economical distribution by 
not unduly increasing the number of 
his agents. If he avoids adding un- 
necessary agents then he gives each of 
his present agents an adequate incen- 
tive to increase sales. 

3. Destructive “B” agents. 

There are many “B” agents today 
who do nothing toward the increasing 
of lamp business, but deliberately 
attempt to secure new agents by special 
inducements that amount to commercial 
bribery and to gross discrimination 
against other “A” agents. These induce- 
ments may take many forms, such as 

(Turn to page 49) 


Hot Springs Meeting Deferred 


The Executive Committee, N.E.W.A., « 


has decided to follow the precedent 
established last year and to defer the 
usual spring meeting at Hot Springs, 
Va. Thus there will be only one con- 
vention in 1933, to be held some time 
during the fall. 


v 
A. H. Nicoll Heads Pacific 


Division 

At the meeting of the Pacific Divi- 
sion, N.E.W.A., held at Del Monte, 
Calif., February 2 to 4, A. H. Nicoll, 
Graybar Electric Co., San Francisco, 
was elected Division Chairman. P. G. 
Gough of Listenwalter and Gough, Los 
Angeles, was elected to the Executive 


Committee. 
Vv 


Wire and Conduit 
Sub-Committees Appointed 


A meeting of the Inside Construction 
Materials Committee, held in New York 
City, February 8, was attended by F. S. 
Baldwin, Baldwin-Hill Co., Syracuse, 
chairman, Karr Parker, McCarthy Bros. 
and Ford, Buffalo, H. B. Tompkins, 
General Electric Supply Corp., Bridge- 
port, and W. J. Drury, Graybar Elec- 
tric Co., New York City. 

At this meeting the following whole- 
salers were appointed to sub-committees 
on wire and conduit: 

Wire Committee: Karr Parker, Mc- 
Carthy Bros. and Ford, Buffalo, chair- 
man; W. J. Kranzer, Crannell, Nugent 
and Kranzer, New York City, and G. 
H. Wahn, G. H. Wahn Co., Boston. 
This committee plans to confer par- 
ticularly with the manufacturers of 
rubber covered wire. 

Conduit Committee: Walter William- 
son, Westinghouse Electric Supply Co., 
New York City, chairman; W. I. Bick- 
ford, Iron City Electric Co., Pittsburgh ; 
W. H. Hall, Jr., Baldwin-Hall Co., 
Syracuse; George Hessler, Graybar 
Electric Co., New York City; H. B. 
Tompkins, General Electric Supply 
Corp., Bridgeport and Joseph Kurzon, 
Joseph Kurzon, Inc., New York City. 
This committee will confer with conduit 
manufacturers. 
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PEELER 


SLICER & SHREDDER 


Refusing to rush into the market with untried, make- 
shift attachments, Hamilton Beach now announces four 
new attachments built on an entirely new principle. 


The power unit is not connected to the mixer. The 
housewife simply lifts the motor from the mixer to 
the attachment—the convenient and logical method. 

Potato Peeler—Something radically new—something that has 


never before been developed for home use. It removes the skins 
by the abrasion method used successfully for years in restaurants 





NEW PRINCIPLE 
HAMILTON BEACH 
FOOD MIXER ATTACHMENTS 





MEAT GRINDER & CHOPPER 


TT all 


i 
; 


; 
H 


COFFEE GRINDER 





Meat Grinder and Chopper—Latest type inside cutter grinds 
meat without crushing it. Coarse plate provided for chopping 
fruit and vegetables. Used with power unit. 


Slicer and Shredder—Revolving cone with six knives quickly 
slices vegetables. Slicer cone is easily replaced with Shredder 
cone. Used with same power unit as Meat Grinder. 


Power Unit — WORM GEAR drive and ball bearing con- 
struction. “Built like a truck drive”—it furnishes an abundance 
of steady, quiet power. For use with Meat Grinder and Slicer- 
Shredder attachments. Not included in the price of these 





peeled in about two minutes. 


and hotels. Eight or ten average size potatoes are 


Coffee Grinder — Adjustable from coarse to 
finest grind for “vacuum” and “drip” coffee 
makers. Most grocery stores cannot grind fine 
enough. Thousands of homes, including all using 
“vacuum” coffee makers, are prospects for this 
Coffee Grinder attachment. 





Hamilton Beach Model B Food Mixer 

with Juice Extractor and 2 bowls $19.25. 
Western prices: 

Mixer $20.25; Potato Peeler $7.50; 

Slicer $2.50; Coffee Grinder $2.50; 

Meat Grinder $2.50; Power Unit $3.50. 


attachments. Sold separately, $3.25. * 

C=) Here are four new attachments built 
on an exclusive principle that will 

prove a new stimulus to food mixer 

sales. Sold only through wholesalers. 

Hamilton Beach Manufacturing Company, 

Racine, Wisconsin. 








HAMILTON BEACH 
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Association 


Acctivities 


iN forum for the exchange of news 


and views between both local and national 


trade associations. 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives 








Chicago Wholesalers Associa- 
tion Entertains Manufacturers 

Nearly 200 wholesalers, manufac- 
turers and manufacturers’ agents of the 
Chicago area attended the dinner of the 
recently organized Chicago Electrical 
Wholesalers Association, held in the 
Red Room of the LaSalle Hotel, Feb- 
ruary 23. 

This meeting, which was presided 
over by Fred R. Ejisemann,: Revere 
Electric Co., president of the Associa- 
tion, was called for the purpose of out- 
lining to the manufacturers the objec- 
tives of the new organization. 

Mr. Ejisemann stated that, while the 
three national wholesalers had not 
joined the Association for legal rea- 
sons, they were cooperating unofficially 
to the fullest extent. The primary pur- 
pose of the C. E. W. A., he said, was 
to develop friendship, confidence and 
integrity among all elements of the 
local wholesaler group. He urged the 
manufacturers, if they would support 
the wholesaler as an essential part of 
their scheme of distribution, to provide 
their wholesalers with the greater mar- 
gin of profit which a reduced sales 
volume has made imperative, to exercise 
more discretion in the selection of their 
distributors and to cooperate with the 
wholesaler in the intelligent selling of 
their products. 

Sam Rosenthal, Hyland Electrical 
Supply Co., vice-president of the Asso- 
ciation, decried the practice of some 
manufacturers in selling direct to 
wholesalers’ customers at the whole- 
saler’s cost and urged the Association 
to support only such manufacturers as 
adhere to a strictly wholesaler policy. 
He also protested against “the growing 
willingness to recognize any and all 
persons who claim to be wholesalers 
without regard for their ability, or lack 
of ability, to properly perform the 
wholesaler’s functions”. Quality manu- 
facturers should distribute their mer- 
chandise through the recognized trade 
channels, he said, and allow inferior 
merchandise to seek its own levels. 

George Steiner, Steiner Electric Co., 
chairman of the Membership Commit- 
tee, spoke on the need for discipline 
within the Association. 


The guest speakers were Howard 
Ehrlich of ELEcTRICAL WHOLESALING 
and I. A. Bennett, vice-president, Na- 
tional Electric Products Corp. Mr. 
Ehrlich said that, while wholesalers 
were formerly purchasing agents for 
their trade, they should now be looked 
upon as selling agents for their manu- 
facturers. While recognizing the fact 
that competition was perhaps the Asso- 
ciation’s greatest problem, he urgéd its 
members to also give attention to the 
creating of additional electrical business 
in the Chicago area and cited reinspec- 
tion as an outstanding opportunity de- 
serving the Association’s active support. 
He also pointed out the need for a rep- 
resentative national association to prop- 
erly coordinate the activities of the 
increasing number of local wholesaler 
groups. 

Mr. Bennett urged wholesalers to 
determine their costs of doing business 
at their present volume of sales and 
stated that manufacturers were most 
anxious to cooperate in providing ade- 
quate margins, butt must first have data 
on wholesaler costs. “Find out your 
cost of doing business”, he said. “Don’t 
sell below this cost, collect your ac- 
counts promptly and you will adjust 
your business to the reduced volume of 
today and you will make money.” 


v 


Philadelphia Discontinues 
Free Lamp Renewals 


The Philadelphia Electric Co., in full 
page newspaper ads., has announced 
substantial rate reductions together with 
the discontinuance of the company’s free 
lamp renewal service. 

The announcement states: “Due to 
the abuse to which this privilege has 
been subjected; the increasing difficulty 
in restricting its benefits to legitimate 
customers of the company; the fact that 
stores where lamps may be purchased 
are now convenient to every neighbor- 
hood, and that many of our customers 
do not use the lamp exchange privilege, 
and also use electricity for other pur- 
poses than light—these are among the 
reasons for the discontinuance of the 
lamp renewal practice.” 


Woolley Succeeds Thielscher as 
President of Buffalo League 


Wholesalers are taking a leading part 
in the activities of the Electrical League 
of the Niagara Frontier. Officers 
elected for the year 1933 include L. A. 
Woolley, L. A. Woolley, Inc., presi- 
dent; Karr Parker, McCarthy Bros. 
and Ford, vice-president, and Richard 
Wahle, Johnson-Wahle Electric Co., 
secretary-treasurer. The following 
wholesalers have been elected to the 
board of directors: K. L. Thielscher, 
Graybar Electric Co., retiring president 
of the League; R. H. Davidson, H. B. 
Alderman, Inc.; R. D. Glennie, General 
Electric Supply Corp., and H. I. Sack- 
ett, H. I. Sackett Electric Co. 


v 


Four Electric Councils Organized 
in Potomac Territory 


While they will be known as Elec- 
tric Councils, instead of Cookery Coun- 
cils, the Electric Cookery Program has 
been used as the basis for organizing 
electric councils in four key towns of 
the Potomac Edison System: Cumber- 
land, Frederick and Hagerstown, Md., 
and Martinsburg, W. Va. 

Organization meetings held in each 
city were attended by electrical dealers 
and contractors, also hardware, furni- 
ture and department store, plumbing 
and utility representatives. Ashton B. 
Collins, field representative of the Na- 
tional Electric Cookery Council, New 
York City, was the principal speaker at 
each meeting. 

v 


Cossmann and Rosenthal Elected 
Directors of Chicago Ass'n. 


The wholesaler group of the Electric 
Association of Chicago will be repre- 
sented on the 1933 board of directors 
by C. J. Cossmann, Graybar Electric 
Co., and Sam Rosenthal, Hyland Elec- 
trical Supply Co. 

W. O. Batchelder, General Electric 
Co., continues as president of the Asso- 
ciation and Kenneth Curtis, Curtis 
Lighting, Inc., has been elected execu- 
tive vice-president. 
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O ARMY can be victorious in battle without courage, leadership 
and ammunition. 

In the battle for business this year victory will go to the salesman 
who has the courage to push out after orders on products that are 
leaders—products that possess selling features which lift them out of 
the rut of.everyday competition. 

Steeltubes, the modern threadless rigid conduit, is a leader in every 
sense of the word. It brings real opportunities to every salesman entered 
in the Victory in ’33 Sales Drive, but in order to obtain volume you must 
have ready plenty of ammunition—you must know the facts that have 
helped sell more than 30,000,000 feet to date. So here they are— 

Steeltubes is a rigid galvanized conduit. It costs less to buy and less 
to install than old-style threaded raceways, yet, because it requires no 
threading, it affords the same degree of mechanical and electrical pro- 
tection. It is easier to handle—easier to cut and bend. Only three 
simple types of fittings are required for any job. And it has received 
broad code and Government approval. 

Contractors everywhere are turning to Steeltubes as a new avenue to 
better profits. You can win Victory in ’33 by spreading the gospel of 
simplified circuit protection, and at the same time reap an additional 
financial reward for your efforts. In addition to the publisher’s first 
prize of $10.00 to the jobber’s salesman selling the greatest value of 
Steeltubes during March, this company will pay $7.50 and $5.00 respec- 
tively to the salesmen selling the second and third largest totals. And 
if you wish a sample coupled joint for demonstration purposes to carry 
in your portfolio, just ask for one. It’s free. 


Electrical Division 


STEEL AND TUBES, INCORPORATED 
CLEVELAND » » « « OHIO 


A UNIT OF REPUBLIC STEEL CORPORATION 





$ e MODERN THREADLESS RIGID CONDUIT 
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Wholesaler 


News 


Ni contributions 


of news items for this depart- 


ment, together with snapshots 
of their personnel, are solicited 
from electrical wholesalers and 
specialty distributors 








New Branch Managers 
Announced by Graybar 


L. H. Whitten has been appointed 
manager of the Washington, D. C., 
office of the Graybar Electric Co. at 
1119 14th Street, N. W., Washington, 
D. C. Mr. Whitten will report to the 
Philadelphia office of the company. 

Two of the Ohio branches also have 
new managers. C. A. Strouss, formerly 
manager at Youngstown, has been ap- 
pointed manager of the Akron office. 
The post left vacant by the transfer of 
Mr. Strouss will be taken over by W. 
C. Robinson of the Pittsburgh branch. 


v 


Westinghouse Supply Promotes 
R. J. Holtermann 

The Westinghouse Electric Supply 
Co. has announced the appointment of 
R. J. Holtermann, formerly division 
manager at San Francisco, as district 
manager in charge of all of the com- 
pany’s operations on the Pacific Coast 
(District No. 8) and succeeding F. N. 
Averill. The office of the Pacific Dis- 
trict has been transferred from Port- 
land to San Francisco. 

F. N. Averill, who retires from active 
management at his own request, will 


continue with the company in an ad- 
visory capacity. His office will continue 
to be in the Portland house. 


Vv 


Heroux Joins Hartwig as Sales 
Manager 

The W. J. Hartwig Co. 127 E. 
Jefferson Ave., Detroit, Mich., has re- 
cently appointed A. E. Heroux, sales 
manager of this organization. 

“Al Hero,” as he is better known to 
the trade, has been active in the elec- 
trical wholesale and mill supply busi- 
ness for the past 20 years, having been 
formerly connected with the Commer- 
cial Electric Supply Co., also the 
Charles A. Strelinger Co., tool and mill 
supply house. 


Vv 


Krich Distributing Co. 
Adds Pennsylvania Territory 
The Krich Distributing Co., New- 

ark, N. J., wholesale distributors of 
Gibson electrical refrigeration in New 
Jersey, has recently added 11 counties 
in Pennsylvania. The counties compris- 
ing this territory include Lackawanna, 
Monroe, Pike, Wayne, Luzerne, Wyo- 
ming, Susquehanna, Sullivan, Montour, 
Carbon and Columbia. 





E sos Seeks tk 
See, oh 
i . ee 





Sold to the Local Utility: Can wholesalers get the utility’s appliance business? 
This truck load of percolators, which represents only part of an order secured 
in December from the Potomac Edison Co. by the Tri-State Electrical Supply 


Co., Hagerstown, Md., proves that “it can be done”. 
As one of the Tri-State boys remarked “Some getting ready 


six percolators. 
for getting over New Year's.” 


Each carton contains 


Elmira and Mason City Houses 
Closed by Westinghouse Supply 

Effective January 31, the Westing- 
house Electric Supply Co. closed its 
branch houses in Elmira, N. Y., and 
Mason City, Ia. The territory formerly 
covered by the Elmira house will be 
served by the other houses of the Cen- 
tral New York Division. The Mason 
City territory will be divided between 
the Waterloo and Sioux City branches. 


Vv 
F. D. Lawrence Electric Co. 


Elects New Officers 


On January 31 the following officers 
were elected by the F. D. Lawrence 
Electric Co.. Cincinnati: A. S. Reich- 
man, president; F. W. Kleine, vice- 
president; Edwin R. Knouft, treasurer, 
and F. C. Williams, secretary and 
counsel. 





Personals 





Harotp H. Cake, formerly with the 
Portland office of the General Electric 
Supply Corp., has been transferred to 
the company’s Los Angeles office. 

JosepH C. Murray, formerly with 
the Arrow Electric Co., is a new sales- 
man with the Hawkins Electric Co., 
Chicago. 

Harris Frazier is now selling for 
the State Electric Supply, Ltd., Oak- 
land, Calif. 

IrvinG KAPLAN is a new counter 
man with the Belasco Electric Supply 
Co., Chicago. 

NorMAN Cook has been appointed 
radio sales manager with the Commer- 
cial Electric Co., Toledo, O. 

H. Georce Portecu has returned to 
Joseph Kurzon, Inc., New York City, 
as sales manager. . 

FoLtow1nc the resignation of E. J. 
Vreeland as president of the Hollywood 
Wholesale Electric Co., Los Angeles, 
Calif., Howard Stultz, has been made 
president and general manager. C. E. 
Lucas is credit manager. 
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The nearest thing 
Orders of lead-covered cable open an TO GC 


immediate, automatic market for splic- 
ing material. This can’t be side-stepped. 


This GENERAL CABLE UNIT PACKAGE con- se lf Sse : : = r 


tains exactly what is needed—without 
waste—for each splice of rubber, var- 
nished cambric or paper-insulated, 
lead-sheathed cable. 


The package is attractive. It is a worth- 
while item to carry. It is shelf-goods 
that turns over fast. 

















It puts you under no obligation to get the 
facts. Get them—and judge for yourself. 


VAN R _ 


> 









> 


GENERAL CABLE CORPORATION 


420 LEXINGTON AVENUE, NEW YORK CITY.-... ¢@ OFFICES IN PRINCIPAL CITIES 
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Increase Your Sales with No. 53 


The lighting appliance that provides 
practical lighting for average show 
windows. Fixture 36 inches long is 
complete with three No. 310 X-Ray 
Reflectors and all fittings needed. Uses 
three 100-watt lamps. 

Std. Pkg. ONE. Weight—16 lbs. 






















Poor Lighting—Bad! 


All the light near the ceil- 

ing—very little on the 

goods. The glaring globe, 
not the display, attracts all the 
attentien. This is an extrava- 
gant waste of current that costs 
real money and actually loses 
sales! 


“SBE Good Lighting 
Sells MORE Goods! 


This is the same window lighted 
with “Thrifty-Three”. More than 
twice the effective light on the 
display where it should be, with 
the same amount of current. The 
table below tells why! Use it to 
sell “*Thrifty-Three”’!! 





=F Comparison of Actual Light on Display 





















































Same Window, Same Goods, Same Current—300 Watts 
(Measured through middle window) 
= 1—300 watt Thrifty-Three 
yh vend on Pac gall - —s ites" pence 
isplay nclosing wit 
Bare Lampe Globe 3—100 watt Lamps 

A 10 8 45 

B 9 10 60 

C 10 12 65 

D 12 16 64 

E 17 28 63 

| F 21 65 40 
Pkeercerence Total 79 139 337 

e Average 

Section diagram of 6 points 13 23 56 











thru test window Intensities in Foot Candles, the standard measurement for light. 


These real pictures with the table above show how and why “Thrifty- 
Three” lights show windows more effectively and sells more goods. 
“Thrifty-Three” will make this same wonderful change for your 
merchants. It is complete, ready to place in the show window-inex- 
pensive—easy to sell. Equipped with three genuine X-Ray Reflectors. 
Write Chicago office, 1121 W. Jackson Bivd., for literature to help 
you sell “Thrifty-Three’’. 


¢ Curtis Lighting - 


Chicago Toronto New York Antwerp 














Obituary 


C. E. Patterson 


Charles Edward Patterson, former 
vice-president of the General Electric 
Co. and president of the General Elec- 
tric Supply Corp., who retired from 
active business a few years ago, died 
at St. Petersburg, Fla., February 12 
after an illness of several months. 

In 1901, when assistant comptroller 











C. E. Patterson 


of the New York Central Railroad, Mr. 
Patterson was elected comptroller of the 
American Locomotive Co. After eight 
years with that company he became as- 
sociated with the General Electric Co., 
and in 1913 was elected comptroller. 
Mr. Patterson was elected a vice-presi- 
dent of the company in 1920. 
v 


Walter Rardin 


Walter Rardin of the Chicago office 
of the Anaconda Copper Co., passed 
away suddenly while driving to his 
home in Evanston, Ill., on February 17. 
. Born in Brazil, Ind., in 1882, Mr. 
Rardin started his electrical career with 
the Brazil (Ind.) Electric Co. Later 
coming to Chicago, he traveled Indiana 
and part of Illinois for the American 
Electrical Supply Co. Before joining 
the Anaconda organization he had been 
connected with I. A. Bennett and Co., 


Marion Insulated Wire and Rubber Co., . 


and the Tubular Woven Fabric Co. 
v 


Henry A. Schmerheim 

Henry A. Schmerheim, president of 
the Schmerheim Electric Co., died sud- 
denly at his home in Saginaw, Mich., 
January 29. 

Born in 1895, in Ford City, Pa., he 
moved to Saginaw with his parents in 
1904 and soon after entered the employ 
of the late John Herman as an electrical 
apprentice. 

Later Mr. Schmerheim opened an 
electrical store which developed into the 
present. wholesale firm. 
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e..., news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literature 








Leonard Conducts Retail Schools; 
Announces Water Cooler Line 
On February 20 the Leonard Refrig- 

erator Co., Detroit, launched a series 

of retail schools for the benefit of deal- 
ers and salesmen which, when complet- 
ed late in May, will have carried the 

Leonard story to 5,000 members of the 

field organization in 44 key cities. 

In each city the program starts with 
either a luncheon or a dinner, at the 
discretion of the distributor in charge 
of the meeting. 

R. I. Petrie, general sales manager of 
the Leonard company has announced a 
complete new line of electric water 
coolers, designed to serve every type of 
office and a diversity of commercial 
needs. 

The new line consists of eight mod- 
els; two of the bubbler top pressure 
type; four of the pressure type and two 
of the bottle type. 


v 


Walter Bieringer to Investigate 
European Export Conditions 
Walter H. Bieringer, vice-president 

of the Plymouth Rubber Co., Canton, 
Mass., sailed from New York February 
24, on the the S. S. Bremen for a trip 


to England, Holland and Germany 
where he expects to spend about six 
weeks studying export conditions for 
his company. 

v 


Graybar Appointed Distributor 

for Silvray Lighting, Inc. 

J. M. Gilbert, director of sales for 
Silvray Lighting, Inc., New York City, 
has announced that the complete line 
of Silvray commercial and industrial 
lighting equipment is now being dis- 
tributed through the branches of the 
Graybar Electric Co. 


v 


Schimmel to Represent 
Kelvinator in Palestine 


Samuel Schimmel, formerly the pres- 
ident of the Schimmel Electric Supply 
Co. of Philadelphia, is en route for the 
Near East where he will represent the 
Kelvinator Corp. of Detroit. His ter- 
ritory will include Egypt, Syria, Iraq, 
Transjordania, Cyprus, and Palestine. 

Mr. Schimmel sailed on the S. S. 
Augusta February 11. His temporary 
address will be in care of the American 
Economic Committee, 111 Allenby 
Road, Tel Aviv, Palestine. 








6. E. Refrigerator Convention: More than 400 persons, including distributors, 
their key salesmen, utility executives, key dealers and General Electric officials 
attended the sales convention of the G. E. Specialty Appliance Sales Dept. held in 
Cleveland, February 15 and 16. The convention featured the announcement of a 
nine-week national sales campaign to start April 3, the introduction of two new 
refrigerator models and the inauguration of the new president and cabinet of 
Refrigerania, 


Majestic Appoints Ditzell 
General Sales Manager 


A new plan of sales contact between 
factory and distributors has just been 
inaugurated by the Grigsby-Grunow 
Co., Chicago. Control of sales activities 
on all Majestic products, embracing 
refrigerators, radios and tubes, will be 
closely coordinated under a_ single 
directing executive. This responsibility 
has been assigned to John F. Ditzell, 
previously assistant vice-president in 
charge of refrigeration, who now be- 
comes assistant vice-president and gen- 
eral sales manager. 

The second step in reorganization 
plans, as just announced, brings Harry 
Alter from his previous position of 
manager of the northern Illinois divi- 
sion office to the factory where he will 
be assistant general sales manager, and 
will work directly with Mr. Ditzell in 
developing and maintaining the new 
set-up. 

W. G. Peirce, Jr., formerly assistant 
vice-president in charge of radio, has 
tendered his resignation and returned 
to his previous active association with 
Peirce-Phelps, Inc., Majestic distribu- 
tors in Philadelphia. 


v 


General Electric Expands 
Oil Furnace Distribution 


The new General Electric oil furnace 
and air conditioning products, an- 
nounced last summer and until now 
sold only in leading cities along the 
Atlantic seaboard, will soon be offered 
to residents of Chicago according to a 
recent statement issued by the com- 
pany’s air conditioning department. 
This step will be closely followed by 
similar ones in Detroit, Milwaukee, 
Minneapolis, and St. Paul. 


v 


Coats Joins Stanley 
Electric Tool Co. 


Herb Coats is now Pacific Coast rep- 
resentative for the Stanley Electric 
Tool Co., with headquarters at 576 
Monadnock Building, San Francisco, 
Calif. Mr. Coats was formerly associ- 
ated with Black & Decker and Van 
Dorn companies. 
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| Got the Order With 











q The new P€&S-Despard Line of Wall Plate Merchandise will win 
“) business for you, if you will make certain your contractor-cus- 
tomers are completely informed of the many advantages which it has 
over other wiring device materials. 
| Every Display Case you place in a contractor's hands means, not 
“i only the initial little ten dollar order, but he becomes your sales- 
man and a continuing business will follow at a profit. 


| Tell your contractor-customers to make five minute appoint- 

| ments with their customers whose homes they have wired in 
past years, to demonstrate the convenience, economy and attractive- 
ness of P&S-Despard devices, i.e. the pilot light combination which 
affords a warning signal for basement, garage or attic lights. This 
can be their “get-in” card—There are many jobs to be done after 
they are in. 


q Personally see that your contractors place the right combinations 
J in their Display Kits. Have them put these combinations in 
themselves—It quickly demonstrates the great flexibility of the line. 


Tell your contractors when re- 

placing defective and worn-out 
switches not to install an old-style 
switch. This doesn’t create new sales 
appeal. Put in a P&&Despard 1311 
switch and a 1331 wall plate. They 
are the modern up-to-date devices and 
will make the other switches and plates 
look ordinary and commonplace—a 
daily reminder that sooner or later 
they must all be replaced. 


PASS & SEYMOUR, Inc. 


SOLVAY STATION 
SYRACUSE, NEW YORK 











| 








J. H. Allen to Cover Middle 
West for Gleason-Tiebout 
Gleason-Tiebout Co., Brooklyn, New 
York, announce the appointment of 
Joseph H. Allen as their representative 
for the entire middle west. Mr. Allen 





Joseph H. Allen 


who is very well known in the lighting 
field is now located in the 20 N. Wacker 
Drive Building, Chicago, where the ex- 
clusive line of illuminating glassware 
manufactured by the Gleason-Tiebout 
Co. is on display. 

v 


Coogan Made Export Manager 
of Hygrade Sylvania 

The Hygrade Sylvania Corp., makers 
of Sylvania radio tubes, has announced 
the formation of a separate foreign 
sales department to handle all export 
orders. 

The new department will be headed 
by W. A. Coogan. For 10 years Mr. 
Coogan was associated with the foreign 
sales department of the Baldwin Loco- 
motive Works, resigning in 1919 to be- 
come export manager of the Arcturus 
Radio Tube Co. He served in this 
capacity until his appointment last 
month as foreign sales manager of the 
Hygrade Sylvania Corp. 


v 
Belden Wins Infringement Suit 
The suit for patent infringement 


brought by the Belden Manufacturing 
Co. of Chicago, against the Essex Wire 
Corp. of Detroit, manufacturers of 
Ilewill Products, has been terminated 
and the validity of certain Belden pat- 
ents has been acknowledged by the 
defendant. 

The Belden Manufacturing Co. has 
granted the Essex Wire Corp. the right 
to use Belden soft rubber attachment 
connectors under license agreement. 
Other licensees under Belden patents 
are—Anaconda Wire & Cable Co., Gen- 
eral Cable Corp., Packard Electric 
Corp. and Rockbestos Products Corp. 
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Who’s Going to Ring the Bell 
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SQUARE D COMPANY 
° 


ETROIT, MICH 


This is the Blue Label 
that identifies Square 
D Blue Label Switches. 


SQUARE 7) COMPANY 


A Be ec ee ee cS,.Q U1( RPM EN FT 


SWITCH AND PANEL DIVISION 
GOGO RIVAROD ST. DETROIT. MICH 


There's victory for every jobber’s salesman in '33* if he's 


with the New 
Blue Label Line? 


lucky enough to have the new SQUARE D Blue Label Line of 
Switches. Mainly, it offers the newest thing in switches — 
there’s no competition. 


Standing behind you in your efforts for the prize money is the 
attractive display which will open in distributors’ stores on 
March 13th. Contractors and resale manufacturers are being in- 
vited to attend these displays to see the Blue Label Line. 


Don't forget, Blue Label Switches are front operated; 
smaller than corresponding side operated lines; 
compact yet easy to wire, and they can be had in 
either bronze or black finish. Ask your SQUARE D 


salesman for the whole story. 


* The Square D Company is awarding an additional cash prize to the 
winning salesman. See your sales manager or bulletin board for details. 























INS) ON 


co 





















38 


New Sales 


A pictorial presentation of 


new and improved products, as re- 
ported by manufacturers of electrical 





Opportunities 


supplies, equipment, appliances and 
specialties 











"Blue Label" Switch 


This is a small, compact and low-priced 
front operated switch for resale machinery 
manufacturers and appliance installations. 
Measuring 53%” high by 3%” wide and 
2%” deep, it has a capacity of 30 amperes 
or one h.p. at 125 volts. It is a two-pole 
type with one fuse, one blade and solid 
neutral. This front operating disc type 
switch permits a small size cabinet and 
convenient operation without the necessity 
of providing for blade swing or a side 
operating handle. Standard finishes of the 
switch are bronze or black, but other 
colors may be had to match the ma- 
chinery. Square D Co., Detroit, Mich.— 
Electrical Wholesaling, March, 1933. 


Automobile "A" Battery Charger 


This charger for automobile “A” bat- 
teries is designed in such a manner that 





as the battery becomes charged, charging 
rate automatically decreases, thus prevent- 
ing excessive gassing or boiling. When 
connected to a dead battery, the charge is 
automatically high, the charging rate de- 
creasing as the battery is built up. 
Equipped with mounting lug on each end 
which permits hanging or mounting on 
wall of garage. Cord leading from charger 
to a.c. light socket is 12’ as is that leading 
from charger to receptacle on dash. Ele- 
ment used is dry disc rectifying type. 
Input is 115 volts, 60 cycle a.c. on primary 
of the transformer. Secondary voltage, 
under normal load, is 13. Average d.c. 
output of unit charging battery is 2% to 3 


amperes. List price, $9.75. P. R. Mallory 
and Co., Inc., Indianapolis, Ind.—Electri- 
cal Wholesaling, March, 1933. 


Large Size Range 
Master Waldorf, Model KM-34, a new 
electric range, has two ovens and a stor- 
age compartment. Cooking table is 23% 
deep, 57” wide and is equipped with four 








elements. Furnished with two conveni- 
ence outlets and two clock receptacles. 
Finish is three coat white porcelain 
enamel. Built especially for large fam- 
ilies or those who entertain frequently, 
this new model has a list price under $200 
Electromaster, Inc., Detroit, Mich.—Elec- 
trical Wholesaling, March, 1933. 


Fruit Juice Extractor 


Finished in ivory and jade green baked 
enamel and equipped with a jade green 
glass bowl and _ durable Beetleware 
reamer, this fruit juice extractor operates 
on 105 to 115 volt, 60 cycle a.c. Equip- 
ment includes a special strainer which fits 





into the glass bowl, removing all seeds 
and fibre. Over-all height is 914”. In- 
duction type motor turns reamer just fast 
enough to remove all juice and pulp with- 
out twisting fruit from operator’s hands 
and is said to take very little current. Can 
be easily cleaned by lifting off bowl and 
reamer and rinsing with running water. 
Equipped with finger switch control. Chi- 
cago Electric Mfg. Co., 2801 S. Halsted 
St., Chicago, Ill._—Electrical Wholesaling, 
March, 1933. 





Cyclometer Type Clock 


An electric clock, which shows the time 
in hours and minutes by large numerals 
visible through small windows and on 
which the second hand has been replaced 
by a rotating dial, has recently been de- 
veloped. The clock, of the cyclometer 
type, is operated by a small synchronous 
motor connected by a gear arrangement 
to three revolving wheels. Complicated 
parts have been eliminated and no oil or 
attention is required. Among applications 
for which this new type of clock is said 
to be especially adapted are: timing of 
long-distance telephone calls; use by sur- 
geons in operating rooms: and in railroad 
stations. General Electric Co. Schenec- 
tady, N. Y.—Electrical Wholesaling, 
March, 1933. 


Low Priced Fans 


A new line of electric fans, consisting 
of a non-oscillating and an oscillating 
model, features onyx type bases and 
enameled guards and motors, either ivory 





or black. Sixty cycle, 110-125 volt auc. 
motor is induction type with no radio in- 
terference. Over-all height is 1114”. Four- 
blade aluminum fan is protected by full 
8” guard. List price, non-oscillating $2; 
oscillating, $3.50. Vidrio Products Co., 
3450 S. 52nd Ave., Chicago, Ill—Electrical 
Wholesaling, March, 1933. 
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The latest improvement in Non-Kinking Cord Sets 





Hemco EVERCLEAR Corp Sets 
LISTED AS STANDARD BY UNDERWRITERS’ LABORATORIES 


END OF CONCEALED SPRING 
SOSH —« 
283- : oe 


HE self-coiling spring extends only to within 6!/, inches of the attachment 

plug cap and 28!/, inches of the appliance plug. This free cord reduces 
the tension on the cord and attachment plug cap. A 7’ 6” cord will extend 
3’ 6” with absolutely no tension. The illustration shown above was made 
with the cord extended 4 feet. Note how close together are the coils in 
the center portion. Yet the cord set is kept free of kinks and out of the 
way at all times. 

















Less effort is required to use these cords on irons than other similar 
cord sets. Any tendency for the cap to be pulled out of the receptacle is 
practically eliminated. The slack portion of the cord permits it to be 
detached without the plug or cap being catapulted through the air. 


The self-coiling spring, concealed beneath the outside fabric covering, 
is made of triple laid piano wire securely fastened to the cord by a stout 
metal sleeve. Severe tests of these cord sets demonstrate the long life of 
the spring and method of fastening. Age alone has no effect. 


Made of No. 16 conductor, 3000 cycle Heater Cord; equipped with brown HRY Rubber Handle Cap. 


No. HE730 No. HE733 
Length: 7’- 6” Length: 7’- 6” 
Equipped with H280 1000 Watt Equipped with H738 
Switch Appliance Plug Switchless Appliance Plug 








BRYANT Ug whe vorces 


EW333 








Manufactured by THE BRYANT ELECTRIC CO., BRIDGEPORT, CONN. 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE I888-MANUFACTURERS OF HEMCO PRODUCTS 
BOSTON oes CHICAGO om NEW YORK q, 658 SAN FRANCISCO 


140 Federal Street 844 West Adams Street 60 East 42nd Street 149 New Montgomery Street 
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Indicator and Plug Fuse 


A new indicator and plug fuse shows a 
red light when the plug fuse is blown. 
Protected by resistance element so that no 
surge of current within the limits marked 
on the indicator will injure the lamp. Plug 





fuse is so constructed that it is completely 
insulated and so that it is impossible for 
the person replacing it to come in contact 
with the current. When lights go out the 
fuse which is blown will show a red light. 
To replace, it is only necessary to remove 
and replace small fuse in base of indi- 
cator. Each indicator is furnished with 
four plug fuses. The Great Western Fuse 
Co., Inc., 1510 Chrysler Bldg., New York 
City. — Electrical Wholesaling, March, 
1933. 


Kitchen Ventilating Fans 


A redesigned and improved line of ven- 
tilating fans for the home kitchen includes 
9”, 12” and 16” sizes. The 9” and 12” 
fans exhaust superheated air, greasy smoke 
and fumes and can be reversed to draw in 
cool air from outdoors. The 16” type is 








not reversible and is used for expelling 
air only. Special blade and motor design, 
also rubber bushings in the four mount- 
ing supports assure extreme quietness. 
Motors are fully enclosed and dust proof. 
In addition to the above models, a new 
8” a. c. fan with all steel stamped panel 
has been designed to list at $11.50. The 
Emerson Electric Mfg. Co., St. Louis, Mo. 
—Electrical Wholesaling, March, 1933. 


Emergency Lighting System 

This emergency lighting system supplies 
a separate source of electric current to its 
own high efficiency, low voltage lamps. 
Unit consists of battery, automatic relay, 
battery charger, switches and signal, all 
assembled in a compact case. Low voltage 
lamps, fixtures and wide diffusion globes 
complete the equipment which lists at $165. 
When normal supply of power is inter- 
rupted, the emergency system instantane- 





ously and automatically lights the pro- 
tected areas of the building. When normal 
power is restored, emergency system auto- 
matically shuts off and battery goes back 
on trickle charge. Said to operate for one 
and one-half cents per day. The Electric 
Storage Battery Co., Philadelphia, Pa.— 
Electrical Wholesaling, March, 1933. 


Drip Coffee Maker 


An electric drip-coffee making unit, 
which controls the temperature of the 
water passing through the coffee, has 
been designed in accordance with the find- 
ings of research conducted at the Massa- 
chusetts Institute of Technology, the con- 
clusions of which were to the effect that 
the most perfect coffee is brewed with 
water at a temperature of not more than 
205 degrees and not less than 185 degrees. 





A valve mechanism prevents the water 
from flowing freely until temperature has 
dropped to approximately 205 degrees 
Heat stored in the special electric unit 
then holds the temperature of the water 
above 185 degrees while dripping. Made 
of highly polished pure hard aluminum 
and furnished with appliance cord. 
Equipped with Chromalox heating unit of 
550 watts for use on current of 110-115 
volts. List price, $4.95. Leyse Aluminum 
Co., Kewaunee, Wis.—Electrical Whole- 
saling, March, 1933. 


Automobile Water Heater 


An electrical device for use in a wired 
garage, this heater will maintain an auto- 
mobile in suitable condition for easy 
starting during the winter. It consists of 
a small, 110-volt, 100-watt, cartridge type, 
immersion heating unit permanently lo- 
cated inside the circulating-water hose 
connection. By connecting it after turning 
off the engine, the engine temperature is 
maintained without overheating until the 


car is next used. The heater operates 
satisfactorily in the various anti-freeze 
solutions used in automobile cooling sys- 
tems and can also be safely left in the 





water circuit during the summer. General 
Electric Co., Schenectady, N. Y.— Elec- 
trical Wholesaling, March, 1933. 


Tube Adapter 


A new adapter with which it is possi- 
ble to test all the latest tubes including 
types, 15, 19, 29, 33, 41, 42, 43, 47, 48, 49, 55, 
57, 58, 59, 69, 79, 82, 83, 85, and 89, is 





equipped with two spare sockets to make 
possible the testing of tubes yet to be an- 
nounced. The twelve socket bakelite panel 
is encased in a walnut cabinet. Dimen- 
sions 774”x5”"”x2%”. Hygrade Sylvania 
Corporation, Emporium, Pa.—Electrical 
Wholesaling, March, 1933. 


Flexible Metal Ice Tray 


A simple flexing of the tray, as illus- 
trated, immediately frees and ejects cubes 
from this new ice tray. Ejection is effected 
by wedging action exerted by tapered 
Pressure applied to sides 


sides of tray. 
ot’ any 
cube sec- 
tion per- 
mits re- 
moval of 
individual 
cubes. 
Made 
f rom 
tempered 
stainless 
steel, this 
new tray is said to resist corrosion in- 
definitely. Trays are single row sections, 
two or three being required to replace 
ordinary types. Equal distribution of 
metal is assured by process which permits 
trays to be formed or folded rather than 
drawn. The McCord Radiator. and Mfg. 
Co., Detroit, Mich.—Electrical Wholesal- 
ing, March, 1933. 
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SELL TAPE 


THAT SELLS AGAIN 


AND AGAIN, 
AND AGAIN, 
AND AGAIN— 


L. B. Stauback of The 
F. D. Lawrence Electric 
Company, Cincinnati, 
Ohio, won the January 
sales contest prize for 
Panther and Dragon 


Tape. 


err and sealed in glistening cello- 
phane, wound on a distinctive green 
core, packed in attractive colorful boxes, Pan- 
ther and Dragon Tapes can be sold the first 
time, just on sight, to almost everybody. 
And then is when the quality begins to get in 
its good work for you. The adhesiveness, ten- 
sile strength and other qualities a fine com- 


HAZARD INSULATED WIRE WORKS 
THE OKONITE COMPANY 


Factories: - Wilkes-Barre, Pa. 








Panther Friction and Dragon Rubber Tape 
are sold exclusively through the wholesaler. 
Put special effort behind these tapes the next 
few weeks and win the prize for March. 


Division of 


mercial tape should have, begin to make 
themselves noticed. Purchasers like these 
tapes in use even better than they like their 
looks, and first orders flow into repeat orders. 
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Passaic, N. J. 
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Explosion Proof Starter 


Note: Through an error this illustra- 
tion was accompanied by a description of 
a regulator switch in the February issue. 

A new, explosion proof, across-the-line, 
automatic starter for squirrel cage induc- 
tion motors is distinguished by the im- 
mersion in oil of its new thermal overload 
mechanism, It is adaptable to installations 
where Duco, lacquers, gasoline or alcohol 
are present in the atmosphere. Contacts 





open under a 6” head of oil. Oil level 
is shown by a float type indicator. Special 
provision is made for bringing all incom- 
ing. wires to the terminals below the oil 
level. Supporting structure is arranged 
for wall mounting and the tank is easily 
removed, Being corrosion resisting, the 
starter is suitable for chemical plants and 
cement mills. General applications include: 
dry cleaning establishments, oil refineries, 
lacquer spray rooms, gas plants, flour 
mills, grain elevators, starch mills, sugar 
mills, and coke plants. Cutler-Hammer, 
Inc., Milwaukee, Wis.—Electrical Whole- 
saling March, 1933. 


Book Model Radio Sets 


A unique, new radio set resembles a 
handsome pair of books. Actual size is 
914"x7¥%4". Made in seven models with 
a variety of colors in leatherette and 
leather bindings. The circuit, which em- 
bodies latest tube equipment (36-type de- 
tector, 38-type power output, 39-type radio 
frequency and 12Z3 rectifier) is said to 
have a wide range of tuning which will 





permit bringing in police calls in addition 
to standard programs, Circuit operates on 
ac. or d.c. and is freed from the danger 
of overheating by the employment of a 
“Heat Take-Off” plug-in cord which fur- 
nishes the resistance necessary and keeps 
heat out of the set. List prices vary, 
depending on bindings, from $25 up. 
Stewart-Warner Corp., Chicago, Ill. — 
Electrical Wholesaling, March, 1933. 





Fuse Panelettes 


A new line of fuse panelettes consists 
of cabinets providing for 4, 6, 8, 10 and 
12 circuits. Front trim may be removed 
by taking out four corner screws. Box 
is conveniently arranged for mounting 
toggle switches and wiring from fuses to 
switches. Space is provided for bell-ring- 
ing transformer. Oblong knockouts are 
provided in the trim for the switches, one 
knockout for each circuit, thus permitting 
the mounting of only the required number 
of circuits while allowing for future cir- 
cuits. Any standard, square handle toggle 
switch may be used. Switches are mounted 
independently of the door. Square D Co., 


Detroit, Mich—Electrical Wholesaling, 
March, 1933. 
Water Heaters 


A new line of storage type automatic 
electric water heaters is equipped with 
tanks of solid monel metal. Made with 
single or multiple heating elements and 
thermostatic controls to meet the re- 
quirements of varying water heating 
schedules, whether continuous, intermit- 
tent or off-peak types. Heating elements 
are of laminated steel, enclosed foil con- 





struction with low temperature and low 
voltage density per square inch of heat 
absorption surface and water conduction 
surface. Elements can be changed with- 
out draining tanks or interrupting serv- 
ice. Temperature adjustment from 140 
to 200 degrees can be easily made. 
Monel metal tanks will withstand pres- 
sure of 400 lbs. and are said to be im- 
pervious to rust or corrosion. Furnished 
in 30, 50 and 60 gal. sizes. Hewitt Elec- 
tric and Mfg. Co., Arlington, Mass.— 
Electrical Wholesaling, March, 1933. 


Timing Device for Welding 


The manufacturer of a new timing de- 
vice for spot, projection and other forms 
of resistance welders claims that by its 
use even unskilled operators can produce 
successful welds. By using an electronic 
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tube an accuracy of better than a fraction 
of a second is obtained. Timing is ad- 
justed by a knob inside the enclosing case. 
The tube timing control requires very lit- 
tle mounting space and operates on 110 
to 550 volts A. C., 25 to 60 cycles. It is 
said that vibration or severe service will 
not affect its accuracy. Cutler-Hammer, 
Inc., Milwaukee, Wis.—Electrical Whole- 
saling March, 1933. 


Lever Operated Master Stations 


A new line of master stations designed 
for use under severe weather conditions, 
differ from the usual equipment in that 
they are operated from levers placed on 
the side of the case instead of from push 
buttons on the front. This new construc- 
tion is said to make an absolutely water- 
tight unit. Shafts of the levers operate 
through stuffing boxes and the cover joint 





is sealed by a rubber gasket. Fully en- 
closed, standard heavy duty, push button 
elements mounted on individual moulded 
bases are used. Can be had in all normal 
ratings in one button (on and off)—two 
button (start and stop)—or three button 
(hoist, lower, stop). Cutler-Hammer, Inc., 
Milwaukee, Wis.—Electrical Wholesaling, 
March, 1933. 


New Size Refrigerator 

A new six cubic foot electric refriger- 
ator has been added to the Westinghouse 
line. This refrigerator, which has all the 
features of other Westinghouse models, 
is supplied in both porcelain and enamel 
finish. The control is dual automatic witha 
seven point temperature selector and auto- 
matic thermal control. New models are 
numbered AL-60 and AP-60. Westing- 
house Electric & Mfg. Co., East Pittsburgh, 
Pa.—Electrical Wholesaling, March, 1933. 
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ENCLOSED SWITCHES 


ATTRACTIVE: COMPETITIVE PRICED» COMPLETE LINE: 








Double oe and 
J3-po/e for plu 
LUSES, cartridg 
USES ptt hs 
wilhoul fuses~ 








DESIGNED BY SWITCH SPECIALISTS — 


This new line features full-floating, self-adjusting, double-break contacts with positive switch 
action; spring throw-off and -on. Arc is smothered in porcelain well with fibre carrier- 


plates between stationary contacts. . . Easy to wire, with plenty of room at top, bottom 
and sides. Aluminum satin finish of the box makes your job stand out for VISIBLY BETTER 
VALUE at a competitive price. . . Include your ENCLOSED SWITCH REQUIREMENTS with 


your regular orders for H a H Wiring Devices. 


HAKT & HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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Small Jobs—but Lots of ‘Em! 





That's the best selling dope 
for the jobber and his sales- 
men at the present moment 


Throughout the country some con- 
tractors are busy — making money!— 
while others are idle. WHY? Is 
price-cutting the secret? NO! They 
STIR UP BUSINESS that otherwise 
wouid not exist. HOW? By going 
after the small jobs—EXTENSIONS 
AND ADDITIONAL OUTLETS, 
etc., etc.—that are always waiting to 
be picked up, and which people are 
always glad to have done by the alert 
contractor who goes around and points 
them out! 

“Small jobs but plenty of them—at 
a fair profit on each!” That’s their 
secret — and your best selling argu- 
ment! 


It pays to go after this business 
with Wiremold 


Wiremold simplifies this work —in 
fact makes it possible in most cases. 
The customer is pleased with a neat 


THe WirnemorDd ComPpANy 





No. 5743 9 


i ints ST alias es! | 





Use No. 500 








«Series Elbows 
F~* with No. 500 
Wiremold 
Costs less 
pee and makes a 
r neater job! 





job at an attractive price—and the 
contractor makes his profit! That’s 
the thing to tell him! 


HARTFORD, CONN. 











In actual comparison, Fretz-Moon Conduit bends 25% 
easier than ordinary rigid conduit. It also bends freely 
to any requirement without distortion, flattening at the 
bend, opening at the weld, scaling of the galvanizing 
or cracking of the glass-like enameled inner surface. 

All three Fretz-Moon brands are free-bending— 
ENAMELITE, black enameled; ELECTRO GALVITE, 
electro-galvanized; HOT DIPPED GALVITE, hot 
galvanized by a special process. 


FRETZ-MOON TUBE CO., INC. 
BUTLER, PENNA. 


TRLTZ-MOON 


R/IC/D CONDUIT 








"Bob" Black Made Sales Manager 
of Black & Decker 


The Black & Decker Mfg. Co., Balti- 
more, Md., has announced the appoint- 
ment of Robert D. Black as sales man- 
ager. 

Mr. Black, better known to the trade 
as “Bob,” brings to his new position a 
background of shop experience, plus 
years as a salesman, as branch sales 
manager in the Pennsylvania territory, 
and as advertising and sales promotion 
manager. 

Mr. Black is now touring the coun- 
try, putting on a series of whole- 
saler sales meetings featuring a new 
talking motion picture entitled “Shoot- 
ing for Profits.” 


Vv 


S. M. Ellman Opens Chicago 
Agency 

S. M. Ellman has recently formed 
the S. M. Ellman Co., 23 S. Jefferson 
St., Chicago. This firm will operate 
as manufacturers’ agents, representing 
the following manufacturers: Heine- 
man Electric Co., Trenton, N. J.; Inter- 
national Device and Equipment Co., 
Columbus, O.; Acme Electric Heating 
Co., Boston, Mass.; Leonard Electric 
Mfg. Co., Cleveland, O., and the Elec- 
tric Heat Control Co., Cleveland, O. 


v 


Bauman to Represent Webster 
Electric 

The R. R. Bauman Co., manufactur- 
ers’ representatives and sound engi- 
neers, 2168 Ann Arbor St., St. Paul, 
Minn., have recently been selected to 
handle the public address equipment of 
the Webster Electric Co., Racine, Wis., 
in this territory, also the microphone 
and accessory line of Shure Bros., 
Chicago. 








They Believe in Advertising: Here are 
W. J. Wissemann, general manager and 
W. R. Britland, secretary-treasurer of the 
Jas. Remick Co., Philco distributors of 
Sacramento, Calif. Their aggressive ad- 
vertising and publicity methods are de- 
scribed on another page. 
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Three Unit Combination: The Peerless 
Electric Supply Co., Indianapolis, Ind., 
has improved on the familiar combination 
of electric iron and ironing board by add- 
ing a “Handy” cord reel. Here we see 
J. D. Meek, general manager, Tucker and 
Dorsey Mfg. Co., Indianapolis, who made 
the ironing board; F. W. Strohm, district 
representative of Klinger and Langbein 
Co., Souderton, Pa., who sold the cord 
reel, and W. A. Shafer, sales- promotion 
manager of the Peerless Electric Supply 
Co., inspecting the new combination. 





Air Conditioning School 
Conducted by Frigidaire 


The first commercial and domestic air 
conditioning school ever held opened in 
Dayton, O., February 6 under the spon- 
sorship of Frigidaire Corp. with more 
than 100 air conditioning sales man- 
agers and engineers from Frigidaire 
distributor and district headquarters, 
and representatives of leading public 
utilities and furnace companies in at- 
tendance as students. 


v 


Frederick Haase Opens Office 
as Sales Consultant 


Frederick Haase, until recently asso- 
ciated with the Sherman Corp. as engi- 
neer in its marketing and merchandising 
division, has announced the establish- 
ment of his own sales and advertising 
service at 418 West 25th St., New York 
City. : 

He had previously conducted a mer- 
chandising service in New York until 
he joined the Frank E. Wolcott Mfg. 
Co., Hartford, Conn., makers of electri- 
cal household appliances, as vice-presi- 
dent in charge of sales. 


Vv 


East Coast Electrical Supply In 
New Quarters 
On February 1, the East Coast Elec- 
trical Supply Co., Inc., moved to 313-15 
Broadway, New York City. 


VICTORY IN ‘33 


This Item Will Help the Prizewinner 
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“GRIPS LIKE A VISE” 


“Nystipe’’ Fuse Clamps— 


Used on all Fusible “R. B.” 
Switches 


Jobber's Salesmen selling supplies are thoroughly 
familiar with the difficulties, expense and even danger 
experienced through the heating of fuses. 

We have solved this problem in the "R.B." line of 
switches by equipping all fusible switches 30-800 amperes 
with "Vystipe" Clamps—they grip like a vise. 

Thorough tests have been made for heating on per- 














fectly contacted ordinary fuse terminals, both of the 
ferrule and knife blade type in comparison with the 








"Vystipe” clamp. 
The results showed that on the 30 and 60 ampere terminals, heating was reduced 
an average of 80% with the "Vystipe” clamp and on the 100 ampere and above, 
reduced an average of 28%. 


These tests were made with perfectly contacted regular fuse clips, often the con- 
tacts are not perfect (which cannot happen with "Vystipe" clamps) and the advan- 
tage is still greater. 


Easy fuse insertion and replacement is another advantage. 


Why not leave a copy of Bulletin 99 with your customers describing the "R.B." 
switch features in detail? 


The Trumbull Electric Mfg. Co. 


A GENERAL ELECTRIC @ ORGASIZATION 





Plainville Conn. 
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STARTS 
QUICKLY 


with FULL cutting stroke 

















at any angle! 


MILFLEX 
DUPLEX 


PAT. U.S. A. 
ELECTRICIAN’S SPECIAL 























is the remarkable new blade unsurpassed 
in quality, yet costing no more than the 
ordinary blade! 


A quick, clean cut. No scraping to start. 
Fine teeth on forward end of blade take 
hold at once. The perfect blade for cut- 
ting BX, conduit, wire mold, small 
angles, pipe, etc. 


We help you sell by sound, widespread 
merchandising. 








Fine Teeth Start Cut Like Feed Screw 
of Auger Bit 








Fine Teeth Spot Cut at Exact Mark— 
Will Not Slip Off Cutting Line 


SEVEN 
|. Starts cut at any angle. 
2. Teeth will not catch in 

corners. 
3. Starts quickly with a 6. Will not slip off cut- 
full cutting stroke. ting line. 
7. Distributes wear full length of blade. 


OUTSTANDING FEATURES 

4. Reduces cutting time. 

5. No scraping to begin 
cut. 





vnedae SELL 


MILFLEX 
DUPLEX 


ELECTRICIAN’S SPECIAL 
HACK SAW BLADE 


The HENRY G. THOMPSON & SON CO. 
Est. 1876 New Haven, Conn. 











| 





Radio Sales Tax Yields 
One-fifth of Federal Estimates 


The Radio Manufacturers Association 
reports that the five per cent radio tax 
law has proven to be much more of a 
burden to radio manufacturers than a 
source of revenue to the government. 
The law became effective June 20, 1932, 
and the Treasury reports that the col- 
lections from the radio tax ending De- 
cember 31 last aggregated $1,184,510.06. 
When the excise tax law was passed by 
Congress the Treasury estimated that 
the annual receipts from radio and pho- 
nograph record taxes would be $11,- 
000,000. The actual returns, therefore, 
are running about 80 per cent under 
those estimates. Business conditions 
have compelled many radio manufac- 
turers to largely absorb the radio tax 
and industry leaders believe that the 
cost of collection to the government has 
further greatly reduced the meager re- 
turn to the Treasury. 


v 


Thousands of Sets Now 
Bear R.M.A. Seal 


From the new Washington headquar- 
ters of the Radio Manufacturers Asso- 
ciation comes the report that over half 
of all set manufacturers of the R.M.A. 
are now using the Association’s “quality 
guaranty” seal. A number of other 
members are also arranging to place 
the seal on their sets and many thou- 
sands of R.M.A.-endorsed receiving sets 
have already gone to the trade, within 


| a month after initiation of the R.M.A. 


| hawk Corp., 
| Capehart Corp., Crosley Radio Corp., 











seal plan. 

Member companies already using the 
official seals include: All-American Mo- 
Belmont Radio Corp., 


Essex Radio Corp., Grigsby-Grunow 
Co., Hammarlund Mfg. Co., Inc., In- 


suline Corp. of America, Colin B. Ken- 
nedy Corp., National Co., Inc., Phil- 
more Manufacturing Co., Pierce Airo, 
Inc., Transformer Corp. of America, 
United American Bosch Corp., U. S. 
Radio & Television Corp. 


v 

Los Angeles Utility Promotes 

Range Sales Through Distributors 
(Continued from page 5) 

these trained range salesmen from the 

Bureau will have the job of educating 

and training salesmen in the dealer 

outlets. 

One of the activities of the campaign 
includes a sales school to be attended 
by prospective salesmen, enrolled by all 
range dealers. This will give the fur- 
niture salesman, the radio and refriger- 
ator salesman an opportunity to learn 
how to sell electric ranges for his firm. 
Each of the distributors included in the 
campaign will act as instructor during 
these school meetings. 

Regular sales meetings are being held 
among the sales people of the large 
department and furniture stores which 
are carrying electric ranges. In addi- 
tion, a special employees sales campaign 
has been offered to all members of the 
industry, whereby special prices are 
given to employees. The campaign also 
calls for an aggressive sales campaign 
to retail store-owners on the assump- 
tion that any dealer can sell electric 
ranges more effectively if he has an 
electric range in his own home. 

The direct mail portion of the cam- 
paign is most intensive. Monthly bul- 
letins will be sent out to over a quarter 
of a million Bureau of Power and Light 
consumers each month, describing the 
advantages of electric cookery. In addi- 
tion, a special mailing campaign is 
planned for immediately after the first 
of the year, addressed to those women 
in Los Angeles on Power Bureau lines 








Hold That Line: The mines in Butte, Mont., may be down, but that doesn’t 
keep the smiles from these faces. This is part of the office force of the General 
Electric Supply Corp. of that city. At the left are E. L. Young, service manager 
and J. C. Kelly, range salesman. At the extreme right is James Cronion, clerk. 


In between are girls—just Butte-e-ful girls. 
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who are now owners of electric ranges. 
This list includes approximately 3000 
women and it is the contention of the 
sponsors of this range campaign that 
these women are the best “salesmen” in 
the city for electric ranges. The direct 
mail will feature a contest for the best 
Christmas dinner, Thanksgiving dinner, 
party dinner, bridge luncheon, oven din- 
ner, etc., prepared on the electric range. 
It will be one of the requirements that 
entrants in the contest give the names 
of two people whom they believe rep- 
resent good range prospects. 

Cooking schools are being aggres- 
sively pushed during the campaign, un- 
der the leadership of Ann Martin, home 
economist for the Bureau of Power and 
Light. These cooking schools are held 
twice a week at the Bureau auditorium, 
as well as before club women and other 
groups. It is the object of these cook- 
ing schools to sell the electric cookery 
idea as well as develop range prospects. 

Publicity will play a major part in 
the campaign. All newspapers, through 
their home economics departments, are 
giving splendid cooperation in publiciz- 
ing the use of electric ranges. Stories 
and pictures are being released weekly 
and all papers, including the 60 commu- 
nity newspapers, have been very gener- 
ous in their support. 

To further complete the program, the 
Bureau of Power and Light has 
equipped 350 of its cars with tire cov- 
ers displaying “new low installed prices 
and low cooking rates” for electric 
cookery. These tire covers have been 
made available to all dealers and dis- 
tributors at cost. 

Truck banners will appear on all 
Bureau trucks and these likewise have 
been ordered at cost by distributors and 
dealers. A window display set of four 
pieces has been prepared by the Bureau 
and distributors have bought large 
quantities of these display pieces for 
distribution within their dealer organ- 
izations. The very fact that distributors 
are buying this material and using it is 
indicative of their atttude toward the 
campaign. 

The entire campaign, which is under 
the personal direction of Burdett Moody, 
business agent for the Bureau of 
Power and Light, has been planned by 
the Dan B. Miner Co., advertising 
agency of Los Angeles. 

A recent development of the cam- 
paign was the organization, on January 
3, of the Los Angeles Junior Electric 
Cookery Council, composed of those ac- 
tively engaged in the sale of electric 
ranges — including representatives of 
manufacturers, distributors, dealers and 
the utility. This Junior Council was 
active in supporting Electric Range 
Week, held in Los Angeles in January, 
during which upwards of 40 dealers co- 
operated with special displays and dem- 
onstrations. 








QO” 2 IIFRICTION TAPE, 
O 


increase 
in 1932 sales..... 


That’s what.one wholesaler did— 


that’s what CLIFTON’S 
tapes can do to your 
tape sales, too!.... 


One wholesaler nearly doubled 
his tape sales the first year he 
put in the Clifton line... actual 
increase was 90%! 


Clifton Tapes sell faster . . they 
are better liked . . they are 
specified by leading power 
companies and street railways in 
more than 30 states... all be- 
cause they have been proved to 
have longer life, higher dielec- 
tric strength and true quality. 


Sold through jobbers only. 


EXPORT DEPARTMENT 


77 Warren St. New York, U.S.A. 
Cable Address “PARLECTRIC” 


CLIFTON MFG. CO. INC., BOSTON, MASS., U.S.A. 
65 Brookside Ave. 
Manufacturers of Tape Since 1888 
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Be Your 
BUY-WORD 


when ordering 


INSULATED 
STAPLES 


Made exclusively by 
S.H. COUCH CO., INC. 


Established 1896 
NORTH QUINCY, MASS. 


Manufacturers of 
Private Telephones, Annunciators, 
Apartment Mail Boxes, etc. 








WIN CASH PRIZE setting 


PUSH-CLIP 
KEEP WIRES OFF THE FLOO 


LAMP ~- RAT - TELEPHONE 


Jus elie 
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ao DAMAGE TO WOODWORK 
0 OA Oe INSTANTLY 


1932 SALES EQUALLED 1931! 


You can sell this counter displny board to 
your electrical, radio, hardware and other 
dealers who sell lamp cord. Used in every 
room in every home! Sells for 10c—and how 
it sells! “Automatic salesman” 4-color coun- 
ter card (shown above) tells the tale—makes 
the sale. Ask your Sales Manager to have 
these Justrite Counter Cards in stock! 
Be the next prize winner. 


JUSTRITE MANUFACTURING CO. 
2045 Southport Ave., Chicago, Ii. 


The active support which Los Ange- 

| les distributors are according this co- 

operative merchandising activity is in- 

dicated by the following comment from 

H. C. Goldrick, merchandising mana- 

ger of the Los Angeles division of the 
Graybar Electric Co. 


“The range campaign of the Bureau 
of Power and Light of the City of Los 
Angeles has been of the greatest advan- 
tage to the range distributor. It is 
assisting him to arouse consumer inter- 
est and, when consumer interest is de- 
veloped, dealer interest naturally fol- 
_ lows. When the latter increases, it cre- 
| ates additional consumer interest, each 
| building up the other. We sincerely be- 
| lieve that the cooperation of the Bureau 
| with the dealer and distributor will re- 
| sult in the widespread adoption of elec- 
tric cookery in Los Angeles.” 


v 


A Buyer Asks About TAPE 
(Continued from page 6) 


Buyer: I have noticed a variation in 
net weight per roll between tapes of 
different manufacturers. Does each of 
your rolls weigh a full half pound with- 
out the carton? 


Salesman: The proper measure of the 
quantity of tape contained in a roll is 
its footage, rather than its weight. The 
| manufacturer who is our source of sup- 
| ply on tape offers three brands with 
| footages of 60, 67% and 823% feet per 
| roll respectively. These tapes are all 
three-quarters of an inch wide and are 
so priced by the pound that they cost 
practically the same per foot. 

Buyer: For general insulation pur- 
poses do you recommend a cured splic- 








But Does It Work? At a gathering of 
the Cincinnati Radio and Refrigerator 
Club, held at the summer home of John 
E. (“Bud”) Schuster, general manager 
of the Schuster Electric Co., the happy 
host and his wife were. presented with 
' a combination radio and refrigerator 
| designed and assembled by the mem- 
| bers of the club. 

















Another Winner! 


The New 


él 





SYNCHRONOUS TIME SWITCH 





@ Capacity 100 Amps. 

@ Accurate Time 

@ Rustproof 

@ Dependable 

@ Economical in Operation 
@ Low in Price 





Reliance Automatic Lighting Co, 
1907 Mead St. Racine, Wis., U.S. A. 
















Prize Winner 


Paine Spring Wing Toggle Bolts 
are always in demand 


The Dealer — Contractor — Public 


Utilities — Industrials — Large 
Buildings — Institutions — New 
Buildings — Alterations and Re- 
modeling Jobs 
All Require 
PAINE 
SPRING 
WING 
TOGGLE 
BOLTS 





For fastening all kinds of objects to 
hollow walls and ceilings—work in- 
stantly in any position—in corners 
or shallow partitions. 
EVERY CALL CAN BE A SALE 
OTHER PAINE WINNERS 


PAINE LEAD ANCHORS + 
OUTLET BOX & FIXTURE HANGERS 
IMPROVED CONDUIT CLAMP 
PIPE STRAPS SWITCH BOXES 

100% JOBBER POLICY 
LIBERAL PROFITS 
PROMPT SHIPMENTS 


THE PAINE COMPANY 
2951 Carroll Ave. Chicago, Ill. 
79 Barclay St. New York, N. Y. 
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ing compound, or one that is uncured? 

Salesman: Uncured splicing com- 
pound will in most cases answer the 
same purposes as the cured product ex- 
cept that it will not stand as high a 


voltage. It will, however, stand approx- | 


imately 550 volts. The uncured product 
is more tacky than a cured compound 
and will fuse readily without heat. The 
cured product naturally will stand a 
considerably higher voltage. The curing 
process increases the tensile strength 
and adds to the life of the product. 
However, heat is required to properly 
fuse the cured product. 


v 


Lamp Committee Recommends 
Changes in Mazda Policies 
(Continued from page 28) 


money consideration, suits of clothes, 
radio sets, etc. 

4. Christmas tree set manufacturers 
have become an electrical wholesaler 
source of supply for lamps. 





The Christmas tree set manufacturers | 
have been set up by the lamp manufac- | 


turers as electrical wholesalers’ source 
of supply of lamps, thereby driving cer- 
tain wholesalers into the distribution of 
foreign sets and lamps. This is the 
lamp manufacturer’s clear right, but he 
should realize he is not thus increasing 
sales of his own lamps. 

5. Size of probationary contracts. 

A few years back when the price of 
lamps declined, the electrical wholesal- 
ers recommended a decrease in the size 
of the probationary contracts. After 
having had an operating experience on 
this new basis, it is the consensus of 
opinion that $75 (towns of 1200 and 


more) and $25 (in other towns) are so | 


low that “B” agents lose money on such 
accounts. 


Matters Relating to Commercial 
Policy 
1. Is the present distribution of 
Mazda and type D lamps through chain 


stores satisfactory to the manufacturer? | 


Indications are that the foreign lamp 
sales through chain stores are increas- 
ing. In time this may affect the posi- 
tion of the Mazda “B” agent. Foreign 
lamps must be met on either a price or 
quality basis. The attempt that has 
been made thus far to do it on a price 
basis has failed. Why not give consid- 
eration to the alternative of accom- 


plishing the job on a quality basis | 


through quality channels (the electrical 
wholesaler)? Many chain stores are 
employing Mazda quality promotional 
material as bait for foreign lamps. 

2. Objectionable practices of “B” 





agent handling both Mazda and inde- | 


pendent lamps. 
The practice is unfair to the staunch 


Mazda “B” agent. Such concerns quite | 





A UNIT OF 
UNUSUAL QUALITIES 





Wadsworth new Adjustable Units for Show 
Windows and various classes of lighting offer 
many decided advantages and economies both 
in service and installation. 





THEY WILL BOOST YOUR SALES 





Take advantage of the possibilities existing in 
this field. The great many uses for this new 
and unsurpassed lighting product pave the 
way for more and profitable sales. 





On request we will gladly 
mail you catalog 200, which 
completely describes these 
lighting units, and lists the 
many applications for re- 
placement and new installa- 
tions. 





Lighting Unit with Louvers installed 








The WADSW 
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YAGER’S 
has stood 
the 

Test of 
Time 


Since 1873 Yager's soldering salts 
have been recognized as a qual- 
ity product, making new friends, 
keeping old ones. 


Priced Right 


V/z pound cans........$0.50 ea. 

| pound cans......... .80 ea. 

5 pound cans........ 3.00 ea. 
Less by reshipper cartons. 


Ask for 
FREE SAMPLE 


















































Alex R. Benson Co. Inc. 
Hudson, N. Y. 











FUSE SPECIALTIES 
ARE SELLING! 


REDUCERS — PULLERS 
CLIP CLAMPS 


Offer your customers 100% Fuse serv- 
ice then watch your Fuse sales 
grow. Do not overlook this “Ideal”? com- 
bination . three mates that dovetail 
perfectly with Fuse sales. Many salesmen 
use IDEAL Clamps, Reducers and Pullers 


as leaders. 


A big market immediate sales 


. 2 he low sales cost .... . good profit. 
Investigate NOW! 








KNIFE TYPE FERRULE TYPE 
CLAMP CLAMP 
Only two Three sizes 

sizes needed for all 
from 100 Amp. ferrule fuses 
to 1200 Amp. a 
FUSE REDUCER FUSE PULLER 


Ideal Commutator Dresser Company 
1047 Park Ave., Sycamore, Illinois 
TAIL CEP ELLE NATE 




















commonly bid both ways on jobs, and 
they do not always make it clear that 
their low price is for a non-Mazda 
lamp. Does this not constitute unfair 
competition ? 

3. Manufacturers’ policy of appoint- 
ing as many “A” and “B” agents as 
possible in every town. 

More attention should be given by 


| the manufacturer to the potential possi- 
| bilities of any given territory. With the 
| advent of the chain stores most towns 








now have so many agencies for the sale 
of lamps that every individual agent 
finds it difficult to build his business up 
to a profitable volume. Too many of 
our agents are actually growing smaller. 
Many of the former agents are being 
cancelled because the volume does not 
warrant their continuance. 

4. The manufacturer should thor- 
oughly investigate agency appointments. 

Approval has been given to numerous 

agents that are entirely fictitious. 
_ It has been found that when a “B” 
agent has gone out of business and his 
list of “A” agents has been circulated 
among other “B” agents, upon investi- 
gation many “A” agents were located 
in vacant lots or vacant stores. 

5. Agency appointment of large chain 
or mail order concerns. 

The manufacturer should much more 
carefully examine the question whether 
or not such concerns increase the sum 
total of the general lamp business. 

It is recognized if they were given 
free rein they could readily corral a 
large portion of the existing volume 
through their reciprocal purchases and 
railroad tonnage. 

It is further pointed out that such 
concerns receive a nation-wide factory- 
warehouse service without the five per 
cent charge now in effect for factory 
shipments to the account of “B” agents. 


6. Sub “B” contracts. 

The manufacturer should consider 
more carefully and make his decision 
whether any additional sub-“B” con- 
tracts are conducive to the upbuilding 
of the lamp business as a whole. 













A COMPLETE 
LINE OF 


WIRING 


DEVICES 
FOR THE 














TRENTON 
NEW JERSEY 














SHERMAN 
CONNECTORS 


U.S. PATENT 
No. 1277765 


Send for bulletin No. 4 





SHERMAN SET SCREW 
CONNECTORS 





An old type with improved 


features — screws 
rust-proofed 


Sold through Wholesalers 


H.B. SHERMAN MFG. CO. 
BATTLE CREEK MICHIGAN 


eavily 
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FEDERAL SIRENS 


New price-lists and discount sheets are 
now available on the entire line of Federal 
Sirens. By carefully canvassing every 
school, industrial plant, bank, municipality 
and institution in your territory, and ascer- 
taining their Siren requirements, you as- 
sure yourself of an increased income for 
1933. They are easy to sell and install. 
Write for complete facts. 





BUSHINGS 


The Federal line of Bushings and Sockets 
is the standard by which quality is gauged. 
New prices and discounts prevail. Write 
for this profitable information. 


FEDERAL ELECTRIC CO. 


8758 SOUTH STATE ST. 
i CHICAGO, ILLINOIS ‘ 
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Latest Trade Literature 


Miter Co., Meriden, Conn—The com- | 


mercial, industrial and residential sales op- 
portunities presented by Miller ultra-violet 
lighting equipment are given in catalog 
No. 174. Illustrations of the units them- 
selves, together with typical installations, 
are used throughout the booklet. 


RopBiINs AND Myers SALES, INCc., Spring- 
field, OW—A combination catalog and 
dealer help portfolio on fans has been 
released. 


Square D Co., INDUSTRIAL CONTROLLER 
Division, Milwaukee, Wis.—A “Controller 
Manual” has been issued which asks a 
number of questions relating to electric 
motors, electric control and the application 
of both. The answers are given in the 
simplest form and do not attempt to cover 
the entire subject. 


WESTINGHOUSE ELEctTrIC AND Mre. Co., 
East Pittsburgh, Pa—Copies of a new 
publication covering the many Westing- 
house ultra-violet “Luminaires” may be 
obtained from the nearest district office 
or direct from the advertising department 
at East Pittsburgh. 


FEDERAL ELectric Co., Chicago, Ill. — 
New price lists and discount sheets cover- 
ing the complete line of Federal sirens 
and bushings are now available. 


Kurect Bros., 321 W. 50th St., New 
York City—Complete information on 
spotlights is supplied in a new bulletin 
which may be obtained by request from 
the company’s offices. 


v 


New Publications 

THE Depression AS IT APPEARS TO A 
Business Man.—By Edward R. Grier, 
chairman of the board, Arrow-Hart and 
Hegeman Electric Co., Hartford, Conn. 
93 pp., 23 ill. Privately published and 
circulated by the author. Discusses the 
effects of the present mal-distribution of 
gold, advocates the international adop- 
tion of a composite monetary base 
(utilizing gold and a limited amount of 
silver), reform of banking laws in the 
United States and the granting of power 
to the Federal Reserve Board to stabil- 
ize the value of the monetary unit in 
terms of the average value of com- 
modities. 


Prorits From Cost ANALYSIS IN 
Paint DistrrBuTion.—By S. L. Ked- 
zierski. U. S. Department of Com- 
merce, 1932. 21 pp. 8 tables, 2 ill. Five 
cents per copy. Results of case study 
of a paint manufacturer operating sales 
branches who materially reduced his 
operating costs through a modified sys- 
tem of cost accounting. 


ArtiFic1AL Light Anp Its Appti- 
CATION In THE Home—Committee on 
Residence Lighting, I.E.S. McGraw- 
Hill Book Co., Inc., 330 W. 42nd St., 
New York City. $1.50. A _ practical 
textbook in non-technical form for ap- 
pliance salesmen, electrical contractors, 
home economics teachers, housekeepers 
and all interested in better home light- 


ing. 








RADIO. CITY cdopts tn 


OWATT NEON GLOW LAMP as the 


best and most econom- 


ical for exit lighting... 


Radio City, New York City’s newest 
architectural triumph, offers convincing 
endorsement of the efficiency and econo- 
my of the modern NEON GLOW LAMP. 
These long-lasting, current-saving, little 
2-Watt Neon Lamps are here installed for 
exit lights. 

NEON GLOW LAMPS are also ideally 
suitable for use as night lights in the 
home—as pilots, signals, etc. in industry, 
and for laboratory uses. Prices drastically 
reduced! General Electric Vapor Lamp 
Co., 891 Adams St., Hoboken, N. J. 





GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 


648 Copr. 1933, General Electric Vapor Lamp Co. 





The eight portable lamp guards pictured here 
present only a portion of the extensive McGill 
portable guard line. 


McGill Portables designed to meet every imaginable 
need, bring directed and protected light to every 
job and every worker. 


McGill Portables perform a multiple duty; they guard light bulbs 
against breakage, and guard workers from the danger of serious 
injury. They protect workers from strain due to improper lighting 
conditions, and protect your invested dollars against unnecessary 
losses... Write for our interesting catalog describing the entire 
McGill line of portable lamp guards. 














































W ant Vichiryi in 1933? 


Be an Actomist! 


What is an Actomist? 


One who ACTS-one who DOES SOMETHING 


Y j The Actomist - looks - sees - 
M/s - bs fg eae lice ~ 




















be had. 





The Optimist is 
dreams, beautiful but not 
practical. 





The Pessimist sei 


the great abyss— 
All darkness. 





If the Actomist gets the business and needs Safety 
Switches and uses Colt-Noark, we shall be pleased. 
But in any Event be an Actomist in 1933. 


COLT’S PATENT FIRE ARMS MANUFACTURING CO. 
PIONEERS OF PROTECTION SINCE 1836 


@ NEW YORK PHILADELPHIA 


Pacific Coast Representative 


H. B. SQUIRES COMPANY 
LOS ANGELES 


Hartford, Conn., U. S. A. 


Electrical Division 





BOSTON CHICAGO 


SAN FRANCISCO SEATTLE 








Every Customer Uses T ape— 
Get Your Share of 
This Business 








OU would be hard pressed 
to think of many of your 


customers who don't use 
tape. Yet, you are probably 
getting only a fraction of this 
business if you don't ASK THEM 
TO BUY. 


It's easy with Plymouth, superior- 
quality tapes. They meet the 
most rigid specifications and 
they give unqualified service. 
Once you get them started with 
Plymouth they will have no other. 


That is why we say "Plymouth 
tapes are the best salesman any 
house can have". 


Start today to achieve "Victory 
In '33" with Plymouth. 


100% wholesaler protection 


TAPE 


PLYMOUTH RUBBER COMPANY. Inc. 
CANTON, MASS. 














: pei RUBBER CO.. ain 





eo a3 


MANUFACTURED BY 


hte eaASS U.S.A. 


HES ie Be Scars SIR 7 Rapes ae eine Se Z 
Soo SOR ria 











ecsetiee RUBBER COMPANY, Inc. Samples of these 


« « C ANTON, MASSACHUSETTS ‘2°25 for the asking 








Manufacturers Since 1896 















Get away from “Here Today- 
Gone Tomorrow’ Business 


Tie on to a Fuse that will 
Keep Customers Sold 


Unlike ordinary fuses, the BUSS SUPER-LAG Fuse 
does more than merely protect equipment. It is de- 
signed to carry the harmless overloads that occur on 
all electrical circuits—overloads that cause annoying 
operating interruptions and needless shutdowns. Users, 
quick to notice how BUSS SUPER-LAG Fuses smooth 
out their operating curve, don't want to change — — 
THEY STAY SOLD. 

To get away from "here today—gone tomorrow" 
fuse business—to make sure of getting every fuse order 
that your customers place—tell ALL of them what the 
BUSS SUPER-LAG Fuse will do. Show them how its 
super time-lag keeps machinery running and prevents 
many needless shutdowns. Explain how it reduces out- 
of-service losses and excessive overhead costs. Point 
out how this helps to minimize production cost and in- 
crease profits. These things mean money to the user. 
Telling them will bring you many a sale — — and many 
a customer who will stay sold. 


LOOK TO YOUR DISCOUNT SHEET 
There you'll find a complete sales story. It tells how 
BUSS SUPER-LAG Fuses give better protection and 
save money. It shows charts comparing the blowing 
time of the BUSS SUPER-LAG Fuse with others. Use 


it when you call on fuse buyers. 


WS One piece 600 Amp. 


250 volt link. Note 

the ‘’Lag-Plates.”’ 
They are what 
make the dif- 
ference. 


































BUSSMANN MANUFACTURING CO... - ST. LOUIS, MO. 


A Division of the McGraw Electric Company 





